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Where there's a 
Storz Station . there's 

DOMINANCE 




( DoiiinidiH t jortlu sldlioii . . . doiniiL'iK i joi yam /y/ow/i,^t ) 

In each of these major markets . . . 
I'-re radios are tuned to the Storz Station than any other 

MINNEAPOLIS-ST. PAUL WDCY is jh-.t . . . .ill-dMy ixxi-nvzv. l>nu.t : lloop.-r 
CVi.Tff) . . . TriMidox . . . I'lilM'. See Ulnir or (M-iifral Miina-iT Jdck Tliiiy.T. 
KANSAS CITY. WHB \> first . . . All-ilny. I'nmt : .Metn. 1'uIm-. Xii>l>rn. Ticulcx. 
Iloop.T. Aivii Xiolscii. I'lilM". All-ilay :iviTa,ir.N a> lii.irli a,- 17.(K^ (NifU.Mi). S.h- Hlair 
or Ofiicral .Maiiasror (Jforsri' Arnistroiii:. 

NEW ORLEANS. WTIX is fir^t . . . All-day Proof: Hooper ( WTIX _> to 1 ) . . . 
I'ulso. Sec Adam Voiiiijr or (iciu>ral Maiiairor Fn-d licrtludx.ii. 

MIAMI. WQAM is fust . . . All-day. I'root : Hooper (42.1^^ . ■ • I'ulx' ■ ■ • ^""tli- 
orii Florida Area Pulse . . . Treiidex. See Blair . . . or General .Manager .lack Sandler. 
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WDGY Minneapolis St Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BV JOHN BLAIR & CO. 



THE MARKETING 
VEEP: HOW HE 
OPERATES 

A new fi^iiic 
the t\ |)iir>c->triiig- j- 
l)ig-l)ti>iiU'>-> iiKiiiaj:**- 
III cut -I'ttlc- into a 
nui rl\«'ti (•()n-i iuu> 
a(i\ t'l ti-iiij; pattt'in. 

Page 25 



Saturation 
and the 
new radio 

Page 28 

Will tv get its 
own "bureau 
of circulation"? 

Page 34 

New season's 
network tv 
lineup 

Page 37 



WTIX New Orleans 

REPRESENTED BV ADAM YOUNG INC. 



it takes all kinds 



and NBC RADIO reaches all kinds^ 



Some folks Itkt miisif: .tlticis like drama, rtopk' Iiavt; {iilicreiil 
tastes ill clotliiiig, in food, in lislfiiiiig, too. To sell tlieiii all, you 
imist reacii tlieiii tlii()ii};;li the piograins they respond to. 

j\B(: Radio's 7>(ni((l piogianiiiiiii'^ ojfnsyoii fvciy kind of listener. 

* 'I he lady of the honse 7t'ho enjoys soap operas ean find 
them on MiC Radio dramas like MY IRUE S-IORY and 
0.\E MA.ys FAMILY. 

* 'Ihe honseu'ije 7i'ho eases her daily ehores icith live pop 
wnsir tnnes in MiC Radio's lUXDSTAXD. 

* 'Tlie men and jvoiiien 7vho follow world events keep 
posted with MiC Radio's .\E\\\S OA HIE HOUR... and 



tht mi.rf tht:H^b(jHl iihtni to UfE A.VD iHE \YvRE 

and other analytieal programs. 

* Weekenders, relaxing at home and at tlie wheel, enjoy 

variety on MOM TOR. | 
N15C Radio's varied prograiiniiiiij^ makes sure your commercials' 
are heard more times by more different people. For a saturation buy 
that cov ers e\ ery segment of ytinr market, nt)thinj: matches the effec- 
tiveness and economy of NHC Iladio. where more people hear your 
sales messages more times. 

People are different. Iku with all their differences they can still 
have one thing in common — vo/// prod art ... whcu yon use 



NBC RADIO 





WHERE DID EVERYBODY GO? 

One second ago 18.988.132 people were out there watching their TV 
sets. Maybe if that commercial had been just a little more fresh and 
imaginative . . . 
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THE WEEKLY MAGAZINE Tv/rAOIO ADVERTISERS USE 



DIGEST OF ARTICLES 

Marketing v.p.: the top tv executive 

25 IMg-bii-inc^^: acl management lia> settled into a marketing-conscious 
pattern: tlie marketing v.p. i< ke\ atKertisinp-sales decision-inaker 



Saturation and the new radio 

28 Nobody in lOO^r agreement on what saturation radio i< hut thi- for 
certain: everyl)ody"s using it. si-onsou takes a h)ng look at tlie concept 

Should you drop a successful jingle 

31 Thi^- ua- the problem faced by Biirgernieister beer. Much of its adver- 
tising was keyed to long-running jingle, hut strategy dictated a change 

Will tv get its own ABC? 

34 After fi\e years of testing, problems and decisions, the NAUTU has 
unveiled its long-awaited circidation >tiidy. Will the industry huy it? 



The new season's network tv lineup 

37 October's Tv 15asics section contains up-to-date data nn programing, 
clients, agencies and costs for the 1957-58 network television -eason 
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Speaking of COSTS • • • 




WUCl 

for Iowa PLUS! 



Des Moines , 



50,000 Watts 



1^ 



Col. B. J. Palmer. President 
A. Loyet. Resident Manager 
Robert II. Uarter. Sales Manager 

■y Peters, Griffin. Woodward. Inc., 
Stttinintl Represciitittii es 



Results considered, WHO costs 

less than any possible "economy 

package" in Iowa: 

More Iowa families listen 

to WHO regularly, daytime, 

than to all the 36 

other Iowa stations COMBINED^! 

^Source: 1956 Ion a Radio 
Andieuce Surrey 



WHO Radio is part of 
Central Broadcastinc Company, 
which also owns and operates 
WHO-TV, Des .Moines 
V/OC-TV DjvLPport 
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GENE AUTRY, America's favorite 
cowboy, never slows his pace. 
He keeps on passing competition. 

In four-station Chicago, where 
his syndicated series is in its 6th 
consecutive year, GENE autry is 
consistently first in his evening 
time period (Gene's current rating 
is 19.3, according to Telepulse). 
Cleveland, Phoenix, Buffalo and 
Minneapolis-St. Paul, to mention 
just a few outstanding spots, 
report similar crack results. 

The reason is obvious. Westerns 
are America's favorite television 
fare (top-rated among all half-hour 
network program types)'^ . . . and, 
dollar for dollar, the gene autry 
SHOW, 91 fast-rldin' half-hours 
produced specially for television 
by Flying A Pictures, is the finest 
Western film entertainment your 
advertising money can buy. 

CBS TELEVISION FILM SALES, INC. 

"... the best film programs tor all stations" 

* New York, Chicago, Los Angeles, 
Detroit, Boston, San Francisco, 
St. Louis, Dallas, Atlanta. Canada: 
S. W. Caldwell, Ltd., Toronto. 



*N»e/sen 



NEWSMAKER 
ll^l of the we<?k 

77//.S- uv'<'/i. I lie .N «//■(»//«/ (.v.s»»r/M//<»// <»/ littd'nt and Irlcrisioii 
Itrntitltuslrrs, ivliirli lias ilrfrndril iniiiiy ii fHtsilinn In ils 

,'i5-Y('(ir liislnry. jtrvfntn'tl It) iiiri'l iiimllirr llirral frr I r 

(IS llitrolil /•>'. I'l'lliHVS. M.llt'ril pres., Inii iislorinril iiiln ,N<»//// 
Ciiritlinii fitr the lltird of it srrirs itf iiircliiiiis of lirnailraslris. 

The newsmaker: Ihuol.l K. ilh.h ^,]u, lu.> 

li.-nd.-.l N\inr. siiuv J IT.l. i. n nu... ^^\u, l.Hirsr> i„ f.r.l 

;ictii)ii a .-troii"; mxmI >taiitl when the fii't'tloni of the hroadca^l ■ 
ill-; intlii>tr\ i> cluilkMiiirtl. lie lin^ no tlonl.t Liit that it -ciion-K 
clialltMmcd now l>\ I . S. niilitar\ interf>t> in t\ cliarnicU and par- 
lit nlarlv l)\ the recent IT.C arnionncenient> that it |)hin> to in\ ite- 
application.- from hroadca-ters to tr\ ont fee t\. \hhoii,<:h FCC ha- 
not connnitted it>elf actiialK to the irrantin<: of an\ te>t-. and ha> 
further >i(h-itepped the i^sne h\ dela\in<: aii\ po>sihh' <irant> nntil 
1 March, it (hxs inipK that a te-t 
of fee t\ c.nld jn>t po.^ihK j-et olT 
the jiround next -priiij:. It will 
iie\er i;et olT the <;rounfl at all if 
Hal Fellow- can c<.n\ inre niernher^ 
of N \KT1? to speak out a<:ain>t it 
"with one \ oice." 

To enconra<ie the rai-inj.' of thi- 
\oice. Fellow- i- nsinj; the current 
N \irrR re<;ional nieetinn.- a- a 
soinidinii hoard a<;ain-t fee tv. 
■"Promoters of paid televi-ion 
-(•hemes. "" he told the first rejiioiial 
•latherinji- in .^ehenectad\ , ""iKne 
sought to pre-empt the l>roa(lca>tini; frecpiencies tliem>eKe> and to 
institute a s\^tem utterK foreign to the American concept of hroad- 
castinjr. ^ ou, the f ree-hroadcaster. and the puhlic \ on .-er\e are 
the intended \ictim- of thi^ invasion." 

Since tli(> heiiimiinn; of connnercial hroadcastinji. Fellows pointed 
out. l»roa(lca>ters have heen on the defensive man\ times. "Onite 
possihK thi- is the time." he said, "to make the transition from 
the defen-i\e." Thi? exhortation to Hesiion I niend)ers on 17 >ep- 
tendier in Sehenectad\ i> sijh-tantiall\ the same call to arms he 
issued three da\s later to Ivcgion I- mend>ers in Cleveland and to 
l\e<iion 2 members thi- week in A-he\ ille. N. C. In fact, he told 
the Cleveland irroup that N \K1 R feel.s FCC does not have authoritv 
to anthori/e fee t\. 

He will continue to call for unified action a<:aiii>t fee tv at the 
remainder ol the meeting-: Region .t in Kaiisa- Citv. 10- 1 i Octoher: 
Region {!. I'ortland. Ore., ll-l.i Oct(.l>er: Region 7. Denver. 17-!:! 
October: Region 6. l)alla>. 22-23 October: and Region 3. \lemphi-. 
24-25 October. 

Resides the threat of fee tv and of militarv design on tv cbanncd-. 
N \RTR session.- are facing up to other threats: Increasing Con- 
gre-sional pressures in ?uch directions as program control and adver- 
tising practices along with the problem of expensive music copv right 
fees.' Fellow.-, a saltv new Fnglander an.l World War I Marine with 
25 vears in broadcasting, -ee? one vva\ to meet them — head on with 
"l nified action.' ^ 





MARKETS! 

SCHNUCK'S SUPERMARKETS 
of St. Louis reports through 
Kilroy Advertising, Inc.: 

""We ore pleased with 
the dramatic sales results 
that can be fraced direct- 
ly ta The Cisco Kid ' It 
has made every phase af 
Schnuck's business bigger 
... If has Increased traf- 
fic, sales and profits and 
enhanced our prestige in 
the community 'Cisco' hos 
always given tap ratings, 
and tap returns an aur ad- 
vertising dallar. We ore 
pleased ta spansar and 
renew this fine show." 



JHt WORLOS GRtAJESJ SAIESMAHI 






LaSalle 

covered 
a vast territory . 

Rene Robert Cavelier. the Sieur de LaSalle. explored 
the entire h' ssissippi Valley, from Canada to the 
Gulf of Afexico. in the 17th century — establishing 
forts for France, planting colonies, developing trade. 



today 

WGAL-TV covers' 
avast MARKET territoj-y 

, 3V2 million people ~^^-=- ■ t 

. in 1,015,655 families I i '^''"W^ 

, owning 917,320 TV sets ZI*^'!||j||, 

, earning %GVa billion annually "^^V 

, buying consumer goods that add up toW ■V.^f^;! ?>'i' 
$3% billion annually in retail sa 



It's the coverage that makes V7^AL-TV — .^^i^ 
America's lOth TV Market! 



WGAl-TV 

LANCASTER, PA. 
NBC and CBS 



STEINMAN STATION 
Clair McCollough, Pres. 



e: The MEEKER Company, Inc. New York • Chicago 



San Francisco 
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Most s\nmf\rant tv and radio 

nru'S of tfir wrck with interpretatjon 

ui (h'[>tli jnr busy readers 

SPONSOR-SCOPE 



'l liiit rorky lilllr roiitciidcr Iroin ITolNokc. 'Mnsx. — I.i «t(>il — llii" ^M•l■k iii:iri li<-(l 
ri<;lil into rluiiiip I'^KTs n\*ii riii^ witli ;i -.itiii alioii cjiiiiiKii;.'!! on ;ill Ciiniiiii;iti t\ sta- 
tions. 

TUU irritnlin': Inclir slioiiMn't siii'|irisc \\lii<-li iiii^lit hiy rinini to Inn- 

iny invrntrd it. For main \cai^ I.«'\rr Wrif*. Iniriu-il omt tin- fiict tli;it r«X(F. witli 
extra prt'ssuri', was altli- tn <lnniin:itc tlir |{<)stnii-(]anil)ri<l<:«' market. Li-mt"^ lionif ter- 
ritory. 

liieiclfiitalK . Le.xtoil will liohl opeii lMiii-<e for reps 7 Oetnlier ulicii its ncu llol- 
voke plant w ill he dediratefl willi a fonr-(la\ p -lehralion. 



A Ilarriii^itoii-Hisliter-I^arsons presentation is tlie major reason %*liy \ iek i- 
(lisliinp ont 8100,000 f(.r tv spot tlii- fall. 

Morse International openly says so. That aLH'iicv's Hay MeCanlle told '^['DN'^On. 
SCOPE this week: "The slor\ we irot from .John Diekenson. of llarrin'.'lon-RiL'hler-rar- 
sons. was the hisLiest single force in rhaiijiins our stralegv to inchule tv spot. It slIo^*e(l lis 
how we eoiihl put extra weiiilit behind oiir daytime network eanipainn at the ri<;lil 
priee." 

The tv .spot huv i? in hehalf of Vapornh. It will rini for If. weeks in 28 lo|> markets. 
OriginaHv Virk liad planned to Dut all of its SI. 5 million on davlime CI5S TV. \ow the net- 
work share has heen slieed to million. 

Viek also has earmarked SI. 7 million for spot radio in hehalf ol its eoII^Il- 
drops, u^ins 41 markets for an average of 18 week?. 

Vick's spot tv hny prompted reps to philosophize that: 

1) You eau get husiness for \ourself as well as \our rolleague- if \<iu plan, pilrh ami 
fijlht for it on an industry le\el. S|)ot radio's comehack shows the \alne of teamwork. 

2) Vick's aelion may portend a elianpe in ad\ertisers' s|M>nding plans — taking 
some mone\ awav from network tv and giving it to spot, instead of \ire-versa. 

A t^ Station in a major market still ean depend on plenty of national spot hnsi. 

ness despite some recent gloom. 

\^T^IC-TV. Ilai-tford. (ehannel 3). howed on this week with .^197.000 worth 
of national spot hilh'nps on the books sight unseen. 

Nielsen will issue a statement next week answering critie<» of its new format 
for local radio station reports. 

The statement will make note of this: The project is ha~ed on sugaestion= and prefer- 
ences obtained via a snrvey of 2.50 tiniebiiycrs. 

One of the format's hitter critics. Vdani Voiing. Inc.. in an analysis released last week 
questioned the format's efTectiveness as a tool for bu\ers. 

Concluded \dam Young: "Unless provision is made in the radio reports to include data 
relevant to modern buving concepts, namelv. trading: area data, the qualitative material i= 
of little value." 

The reps implied complaint: Tlie format is weiglited in fa\or of the p<twerhonse 
station, on the one extreme, and the small station. <ni the other, and a^ain^t the re- 
gional station. 



28 SEPTEMBER 

C«pyTl|ht I9S7 
SPONSOR PUBLICATIONS INC. 
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SPONSOR-SCOPE continued 



Her<*'8 an index of today's radio prosperity: 

The current series of NARTB regional meetings is attracting a larger percentage of 
sniull station people than ever before. 



Note the aristocratic type of question that stations have been shoving at their 
reps at these NARTB regional meetings: 

"Do you think all the commercials we're crowding in will hurt our effectiveness as a 
inediuni of entertainment and information?" 



NBC Radio's Joe Culligan soon may hear midget versions of his Imagery 
Transfer concept fwhich is based on 6-second announcements). 

NBC Spot Sales reports this week that one of its radio stations is experimenting with 
2-second spots. 



Action on P&G brands is so speedy and abrupt that reps make it a special 
chore at the end of each month to balance new orders against cancellations to see 

who's winning. 

Tt's no easy chore. A quick change on Friday may come too late to get on the rep's 
latest records and thus distort the true picture for that period. 

Here's how the September balance looked this week: Somewhat on the credit side. 

Another quick-change situation is taking place in the air media as a whole. 

You can get the feel of it from this chronology: 

SEPTEMBER 1956: Reps say tv spots' during prime time in some of the top markets 
are so scarce that clients are asking about radio. 

SEPTEMBER 19.57: The same reps say that daytime radio spots are so scarce in 
the top markets that clients are asking about tv. 

Buyers told SPONSOR-SCOPE this week that Hartford, Los Angeles, Detroit, Hous- 
ton, Pittsburgh, and San Antonio are among the most difficult places to find daytime 
availabilities. 

In the battle for shelf space, the plight of the small manufacturer has become 
a nightmare — because his big competitors are leaning strongly toward the concept that the 
consumer should be offered the illusion of freedom of choice. 

To do this, the big fellow gives the consumer a choice of three different types 
of packaging or five different colors or mixtures in a box of detergent. 

The small fellow's dilemma: If he limits himself to a specialty-, his share of the market 
won't even be recognizable. But if he attempts to widen his line, he may be spreading him- 
self too thin. 

In a way, the freedom of choice concept is a stepchild of tv. The selling impact 
of the medium is such that the advertiser must offer some new variation of his prod- 
uct frequently enough to keep up M-ith the parade. 

One of the pitfalls in marketing statistics, say the experts, is the habit of pre- 
senting department store sales as an index of retailing as a whole. 

Marketers point out that when that method was adopted, department stores accounted 
for about 20*^ of national volume. Now it's less than 6%. 

Automotive merchandisers todav get 13T of the national intake while discount 
houses have grabbed huge pieces of the hard goods market. 

One show that can't complain it isn't getting the right promotional push is 
Sally, on CBS TV Sunday evenings. Chemstrand and Royal McBee, the series' alternate 
sponsors, are spending about SI 00.000 between them on ads and publicity. 
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SPONSOR-SCOPE continued . . . 



CHS TV lin?* tlir larfiot iiiiiiil)rr of rryiilarly h|>(*ii^or«-<l iii;:littiiii<> mIiomm lltii 
fall, wliilr AIU> 'I'V piled up llir Iti^-irnl prrrriilaj:*' of a(l^r^ti•««•^M w ho upoii^or llir 
Maiiir proj;raiii rxriiisivrly (•\cr\ ui-rk. 

Hero's a SI'0\S( )l{-SCOI'K hrcakilow n of the minihcr of (•X( liisi\ c s|)otiM)rs and sponsors 
who share tlioir prograni^ willi otlicr.s: 







»NO. 


NO. 




.NKTWOKK 


TOTAL SHOWS 


KX( I.I S|\ K SI'ONSOIIS (.O 


SI'O.NSOUS 


T()r\L s.i'().Nsuiis 


AUG TV 


31 


21 (70'; )• 


20 


U 


CBS 'r\' 


42 


lo (36'; ) 




70 


XBCTV 


3'J 


13 (33S' I 


50 




TOTAL 


112 


■19 (10%) 




171 


•That is. 70' 


; of ABC's .ho 


us arc sponsored t'xclii>i\ cl\ . 







Ifrlnia HiilxMi.xteiit'H move to pep up «Iislril)iitioii tliroii;:h .npoiisorhliip of the 
Sid Caesar show on AliC TV next year has the eosinetie field •riiessin;; ahoiit the 
sti-atejiy involved. 

For one thing, this means an enormous iiierease in t^ hillings. TvB reported 
liuhenstein as spending $51,810 on spot in 1956. The cost of time and talent for the 
Caesar series over 26 weeks (starting January) is estimated at SI.}{ million. 

(Rubenstein, with between 1.5.000 and 20.000 outlets, recenth started pushing for the 
supermarket trade with weeklv magazine layouts. ) 

For another thing. Caesar's audience apparently is on the youngish side: In 
March-April 1957 when the Caesar show got a national rating of 15.3, the age breakdown 
among housewives came to: 16 to 34 years. 20.3*^; : 35 to 49 \ears. 15.9''? : and 50 years 
and older. 13.2^. 

Some of NBC TVs daytime prosperity this season may be traced, say agen- 
cies, to the network's generosity with niereliandising helji when asked. 

The promotional aids include fa) material for cliainbreaks, ibl letters to whole- 
salers, and fc) working with stations in contacting supermarkets and drng chains. 

The daytime hillings of CBS TV and NBC TV the first *i\ months kept them 
comfortably ahead of the women's magazines. 

Here are the gross time and space comparisons: 

CBS TV S32.300.(^">0 
NBC TV^ 21.500.000 
Ladies Home Journal 1.5.200.000 
McCall's 11.000.000 
Good Housekeeping 10.300.000 

Source: PIB. Jan.-June 1957. 

Ford 3Iotor Co. is the only network cnstomer with two western series this 
season. Ford's sponsorship of the sagebrush now consists of \Vagon Train and The Zane 
Grey Tlieatre. 

This week's alternate-week buy of Wagon Train (NBC TV) is a joint Ford institn- 
tional and Edsel operation for 52 weeks. 

The facton- will allocate the ?3.5 million for time and talent as two-thirds institutional 
(K&E) and one-third Edsel (FCB). 

lyewis-Howe and Drackett are sponjorins the other hours between them. 

This prove* asain how sharpiv the auto fellows plav their game: A Ford competitor 
has retained Pnlse to make a special stndy of the imi)act of the Edsel commer- 
cial? on the Bing Crosby-Frank Sinatra special next month. 

Pulse this week wouldn't comment on whether the as-ignnient came from General Motors. 
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SPONSOR-SCOPE continued 



CBS Radio doesn't think the John J. Anthony show helongs on its network. 

IVIartin irininiol, of I'ink Ice note and president of Dunnan & Jeffrey, Inc., this week 
offered to buy fi\e nightly half-hours a week for Anthony, but found the network cool to 
this kind of |)ro«j;rani. 

Anthony was one of the early exponents of the "agony" show. His specialty was advis- 
ing on marital relations. 

House antitrust subcommittee chairman Emanuel Celler this week again lashed 
the present standards of tv programing, the networks, and the awe of rating 
services. The occasion: A luncheon of the Academy of Television. Arts and Sciences. 

His specific targets included imitation; fear of risk: sameness: the networks' "strangle- 
hold" on prime hours: and pushing of film programs in which the networks have a financial 
interest. 

Celler warned emphatically that pay tv is not the answer to hetter ])rograming. 
He said the standards could even be lower — with the viewing paying for il. 

General Foods has added Mutual to its test lineup for quick-reminder radio 
copy. The order was placed through Y&R this week f30 8-second announcements a week 
for 10 weeks). 

Other network radio tdacements include the following via CBS: 

Standard Brands, five alternate TVj-minute segments a week for 13 weeks: General 
Mills, five alternate T^^x-m'inute segments a week for 13 weeks: .Johnson & Johnson, six 
five-minute Impact units for 26 weeks: renewal of Lowell Thomas by General Motors. 

It turns out that Madison Avenue has heen right all these years in calculating a 
spot announcement rating by averaging the ratings for the following and preced- 
ing shows. 

TvB said this week that it had Nielsen test this assumption via: 

• Seven different announcement schedules 

• In 100 markets. 

The answer: In no instance was the difference between the 15-minute average 
and the actual audience during the announcements greater than half a rating point. 

Spokesmen for the four radio networks delivered an impressive picture of the 
medium's status and stature before a BBDO-staged luncheon this week. 

Here's the gist of what they told the 165 BBDO executives present: 

ABN's Bob Eastman: Our programing is designed to sell the only multi-access medi- 
um for advertising, using the entire day and night in the most economical manner. 

CBS's Frank Nesbitt : Radio can be bought advantageously weekdays and week- 
ends and stretches the advertising dollar more efficiently and effectively than any other 
medium. 

MBS's Paul Roberts: Our philosophy is that there are not big and small markets, 
but one big market — the U.S.A. — which can be sold profitably with a news formula. 

NBC's Joe Culligan: When we sell radio, we sell the impact and value of the 
medium as a whole on a responsible audience. 

(See 5 October sponsor for on-the-scene coverage of this event.) 



For other news coverage in this issue, see Newsmaker of the Week, page 7; 
Film-scope, page 45; Spot Buys, page 52; News and Idea Wrap-Up, page 54; Washington 
Week, page 63; sponsor Hears, page 66; and Tv and Radio Newsmakers, page 72. 
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How to have fun, 

even though you're in 
the advertising business 




2. r.cliove an ont-of-to^vll eliont wlion lie 
writes you not to meet him at the airport, 
naming airline and fliglit number. 




4. I Ignore the warninir outside the door of a 
photographer 's darkroom. 




1. IMiouc lioMic and ti-ll your uifi- you'ri- 
going ti) he woriving all cvriiiii^r. llicn 
arrive for dinner as n^ual. 




3. Arran^'e wiih the frimd of a friend of a 
friend to get a refriiri-rator wlioh'sale. then 
return it hecanse it's the wrong eolor. 




5. Change a 4-color paire to hlack-aud-white 
after the eoinp is finished. 




WMT-TV 

Channel 2. CBS Television for Eastern Iowa 

Mail Ail.lress: Cidor napUU • Reps: The Kat: Agfncy 



6. Bypass Ea.stern Iowa in developing a tv 
scliedule for a product that requires buy- 
ing power. 
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PROFILE OF YOUR 



KBIG 

AUDIENCE 




61% 30% 41/2% 41/2% 

Adult Adult Teens Children 
Women Men 

MATURE . . . 

MALE & FEMALE . . . 
COMFORTABLY WELL OFF 

THAT'S A QUICK PROFILE of the 

audience which rides the 740 spot of 
the Southern California radio dial, as 
analyzed in a new qualitative study by 
The Pulse, Inc. 

FIVE YEARS OF WOOING with 
middle-of-the-road memory music, 
interrupted only by award-winning 
five-minute newscasts and easy-going 
but brief chats by matured announc- 
ers, have won an adult, able-to-buy 
audience for KBIG. 

^^^^ RENTAL GROUPS 

t^m III 



45% 

$60 
and Over 



32% 14% 9% 

$50 $35 Under 
to $59 to $49 $35 



Any KBIG or Weed man would like to 
show you the full picture. 




KBIG 



r/ie Catalina Station 
10.000 Watts 

7ao 



JOHN POOLE BROADCASTING CO. 
Nat. Rep. WEED and Company 



I? 



Timebuyers 
at work 



Howard Webb, The Ralph Allum Co., New York, points out that 
"hy reading the trade press and by direct network contact, buyers 
can know months in advance of show changes in prime evening hours. 
'"But you can't obtain this information in a week," Howard says. 
■'You must compile data week by week, day by day. to be accurate."' 
Howard thinks that every buyer 
should prepare a network chart, 
showing time, show, show length, 
sponsor, ratings, etc. When the 
press reports a network show 
switch, he should then change his 
records and determine the deli\'- 
ered audience for a comparison 
with his own bu\s. "Let's say.'" 
Howard says, "you have a spot 
with a 14 rating, and although 
others are available, none are 
higher. You read that Show X, 
delivering a 26, is changing times. The new period currently has an 
available spot but has a lower rating than you now have. Under the 
circumstances, it would be advantageous to order spots now in order 
to improve your ratings later." Howard adds that the best time 
to buy prime spots is usually ]Mid-August to Mid-September. (For 
a complete network tv schedule see Tv Basics this issue, page 37.) 



Edward C. Dolph, Roy S. Durstine, Inc.. New York, creative ac- 
count executive, points out to timebuyers that "the good commercials 
have shape, and listening to or watching one is like looking at the 
south end of a northbound ice cream cone. Right in the middle, 
aimed straight at you, is a sharp and simple point, with everything 
else in the structure supporting it." 
Ed feels media selection, timebuy- 
ing copy and (in the case of tv) 
visual activity should all work to- 
gether to lend a definite form to 
the commercial — giving it explicit 
and unmistakable purpose. "With 
this in mind,"' he says, "the rules 
for building a commercial become 
simple — get your point first; find 
the very best way to put it, the 
right time to say it and the right 
people to sa\ it to. For me at 
least, keeping this shape in mind helps in several ways. For one, it 
often resolves seeming conflicts between copy, art and media depart- 
ments by flashing immediate warning if the shape gets distorted. If 
every creative element — and that surely includes media — doesn't 
boost the commercial along its way, we know we've got some re- 
designing to do in order to give it the exact balance that it needs." 
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MERCHANDISING IS LIKE THE 
LITTLE GIRL WITH THE CURL . 



1 / 




"...»VHEN SHE WAS GOOQ 
SHE WAS VERY, VERY G009. 




ANP WHEN SHE WAS BAP 
SHE WAS HORRIP!" 



KSTP Radio and Television believes that advertis- 
ers should receive strong, consistent and professional 
merchandising support for their advertising cam- 
paigns in the vitally important Northwest market. 

To this end, KSTP maintains a full-time mer- 
chandising stafT working closely with each advertiser 
to create, develop and implement the selling aids 
which most efTectively add to the success of his 
campaign. 

Among the activities which have made KSTP 
the Northwest's leader in merchandising* is the 
KSTP "Feature Foods Merchandising Plan" which 
provides special in-store displays in 200 top-volume 

'February 27, 1956 issue of Broadcasling-Tclccasi 



supermarkets in the Twin City area ... a KSTP 
exclusive! 

In addition, KSTP's expert merchandisers turn 
out shelf-talkers, banners, window streamers, post- 
ers, mailing pieces, survey facts and figures relating 
to your sales problem and special promotions by the 
score. There is no charge to the advertiser for 
these services which are offered at the discretion of 
the station. 

Our files are full of letters from advertisers who 
appreciate quality merchandising assistance. If you'd 
like to know more about it, contact a KS'I'P repre- 
sentative or your nearest Petry office. 

ing shou s KSTP offers more merchandising scriiccs than ans other Tu in CiO station 



KSTP 



Racff o Ik Television 



MINNEAPOLIS • ST. PAUL Basic NBC Affiliate 

Represented by Edward Petry & Co., Inc. 
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RANKS 

11th 



IN THE NATION 
in per family income 
($7,339.00) 



Source: 1957 Survey 
of Buying Power 



COLUMBUS 

GEORGIA 



m 



by Bob Foreman 



3 county metropolitan area 
USES THE LOCAL 
& NATIONAL FAVORITE 

WRBL 




TELEVISION: 

COMPLETE DOMINANCE 
• MORNING • AFTERNOON • NIGHT 

FIRST IN QT Qft^ QUARTER 
V I m%3 /U HOURS 



Area Pulse— May, 1957 



LEADS IN HOMES CC (7^ 

DELIVERED BY JJ /U 

Day or night monthly. Best buy 
day or night, weekly or daily. Is 
WRBL— NCS No. 2. 

WRBL 

AM — FM — TV 
COLUMBUS, GEORGIA 



Agency ad libs 



-pilots 

1 



God and Sam are our co-pilots 

Se\eral weeks ago the i\eiv York Times saw 
fit to print some coniinents in its tv pages, on 
the subject of the pilot fihn. This topic is one of 
my favorites and since it has such a bearing on 
the lives of all of us who labor in television 
whether we are in the producing end of the busi- 
ness or not. I shall expend a modicum of thought 
and a maximum of language on it. 

j\Ir. Godbout, who wrote the piece from Hollywood, niecca of the 
True-Rlue Pilot Film, does a fane job of outlining the hazard to 
producer of producing the "one-shot sample of what we mean" film. 
Costs are between $35,000 and $6.5,000. the number unsold at the 
end of any season is about 130: hence around $6,000,000 cash is 
annually going down the drain, not to mention the hours of effort on 
the part of writers, players, directors and technicians of all sorts. 

However. I must take issue with ]\Ir. Godbout's statement that the 
advertising agencies ''contend a sponsor, untrained in entertainment 
values, cannot visualize a series from a written presentation or even 
a complete set of scenarios. He requires something visually tangi- 
ble." I don't think it's quite fair to strap any such onus to the al- 
ready scarred back of a sponsor. It is possible that the agency it- 
self wants a little more explicit example of what a producer describes 
over the lunch table. By so doing, it doesn't necessarily mean the 
agency (or sponsor) is comprised of dolts who have the same ability 
to read a script as a seven-year-old. 

It's a comforting safeguard 

In fact, if Elia Kazan himself were representing the agency and 
I was Mr. Big for the prospective sponsor-company, in most in- 
stances I would still prefer a pilot film before I permitted my agency 
to commit me to 82.5 million (time as well as talent) for 26 alter- 
nate weeks of the epic under discussion. 

And presumptuous as it may be of nie to talk for Mr. Kazan, I 
daresay if he were an agency man (imagine this!), he might feel 
similarly. A pilot is a mighty comforting companion to have along 
on the rough road ahead and though I sympathize with the folks 
who must produce them and I fully understand the risks, the haz- 
ards and the un-econoniy. but to the biggest gambler of all — Mr. 
Sponsor — it's a safeguard that's mighty comforting. 

Let us suppose that the two of us, you and I, represent agency and 
advertiser, and we are faced, over lunch, by a third party whom we 
know only casually and via his considerable reputation in the trade. 
This gentleman is talking up a storm about a show concept he wants 
to produce in series (39 steps) and sell us for telecasting in the 
prime-time spot where our present vehicle is languishing. 

Now our friend states that his writer has been top boy on The 
Mad Embalmer and before that on Heaven Help Us, two of the more 
successful tv items of the past few seasons. His director is just fin- 
ishing up The Web and The Revolver, a western that is so adult they 



CALL HOLLINGBERY CO. 
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('\(Mi <;ct letters frotii <»rt(>j;eti:it iaiis. 'I'lie wiiidrolie desi^iiier iti- 
\eiite(l 'I'lie Swivel Hta atid the <;ii) tlie\ selected for the lead is ^.nrc 
to lie more popular thati Desi Ariui/. atid Jaiiie>' Vriiess put tojictlier 
(wliieh eondiiuatiim he resend>les! I. 

i\o\\ 1 know and so do \ou that the pait\ of the third part ks a 
hep f;ii>. Iliiw('\er. we lunc leartied that he is also a jiood salesman 
and that, in this Inisiness. an\one ran he o\ cretitluisia^tie. So we 
sa\ sonu'tliiiij; like this to hini: 

"Sam. we. too, like \our concept. Almost as much as joii in fact. 
The script we read, following; the words carefull\ with our index 
fiiifier. reads <;reat. The stills of Artiaz-Arncss look terrific. And if 
Non'xe <;ot that writer and this wardrohe designer and a hip sounil- 
stafie o\er on the (H()\en\ Lot rijilit next to where the\ are shooting; 
the setpiel to " 1 he Ten Conunandments" so \ ou can horrow their 
.sets dnrinji lunch. >hucks. ue think you'xe got it made. 

\\ ill film r;i|iliii r tlu' iJea? 

•'Hnt we three can he wrong. At least 66-;/; of iis can. And 
although \on risk ahont 50 G's in your pilot (half of which can he 
deferred I. we lia\e to risk two million six on this hahy in time and 
talent and commercial dough plus whatever millions can he hookkept 
against the venture's adverfisins; valve to our compan\ . Sooo Sam. 
we're going to ask to see that pilot first. And as they say in the life 
insurance ads. here's precisely why: 

'"Seeing is belie\ ing — as well as relie\ iug. Can all the elements 
on paper and on the credits work together? Will the finished prod- 
uct live up to the script — which retjuires superior casting, direc- 
tion, production? So much is left unsaid in the greatest script, so 
much can he mangled in the doing, can all the hright stars you've 
got under contract he assembled into an orderly galaxy? Can you. 
if you'll pardon us. actually finance the fir.«t show ? We've run into 
millionaires in your business who never seem to have enough cash 
handy to pay for a couple of opticals and this causes real trouble 
along the wav in a 39-episo(le series. " 

X't ell. it w as a nice lunch and Sam saw the point so he's going to 
shoot a pilot next week. We're pretty excited. We have to wait an 
extra week because he won't let iis see the rough cut. We don't ha\e 
enough sense (he implied) to judge what the finished film will look 
like from the makeshift of a rough cut (though he first tried to sell 
us the whole series from a script and a martini). Anyhow — we're 
all pretty hot for it. lii fact. Sam talked our good client ont of five 
G's toward the pilot for a 10-day turnaround once it's ont of the lab. 
The money is recoverable if we don't buy and Sam then sells else- 
where. So. as I said, we're hoping it's for us and at this stage. God 
and Sam are our co-pilots. ^ ^ 



Letters to Bob Foreman are welcome 

Do you aluays agree inV/i uhal Bob Foreman says in Agency 
ad l\bs? Both Bob and the editors of SPONSOR will be Iwppy 
to receive and print your comments. Address them to Bob 
Foreman, c o SPONSOR. 40 E. 49//i. Aeir York 17. .\eu York 




Stations in 
all surveys 



KOBY 



No. I jta- 
Hon across the board in both 
Pulse and Hooper! July-Auq. 
Pulse: weekdays 15.3, Sat. 
16.7 Sun. 17.3 — averages 6 
a.m. -midnight. June-July 
Hooper, weekdays. 7 a.m. to 
noon 22.0. noon-6 p.m. 24.0. 
all day average. Nielsen 
agrees with a 22,520 rating 6 
a.m. to 9 p.m. KOBY operates 
full time . . . 10.000 watts 
blanket the tntire bay area. 
Definitely the No. I buy be- 
cause it's San Francisco's most 
listened-to station. See your 
Petry man, today! 



KOSI 



top-rated station all day— ail 
weekend! June-July Hooper: 
18.9 a.m.. 24.6 p.m. share. 
June Pulse rates KOSI No. I 
independent, 6 a.m. to 6 p.m 
with a 16.8 average. Ali-sur-' 
veys prove KOSI's dominance 
. . 5,000 watts— sells full 
time. Represented by Forjoe. 



WGVM 
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It's 
great 
at night, 
too! 



Huge audiences are no 
sometime thing with us. 
Each weekday evening from 
6 to midnight, KNX reaches 
43% of the people who listen 
to us over the entire 24 hour 
period! For a bunch of other 
intriguing facts on our big, 
big nighttime audiences 
and our low, low nightime 
costs, contact CBS Spot Sales 
or Southern California's 
#1 radio station. 

KNX • LOS ANGELES 




REPRESENTED BY CBS RADIO SPOT SALES 



News and views for women in 
advertising and wives of admen 



Women's week 



What kind of husband is a president? An American Manage- 
ment Association survey of 335 member company presidents head- 
ing companies with average sales of $6.5 million in 1955 sketches 
an intriguing family portrait of "the company president": 

Most company presidents are family men. Of the 335 surveyed, 
only five are bachelors; 304 are married; 23, divorced, three, 
widowers. The average number of children among the men sur- 
veyed is two, but the presidents under 40 years of age average three. 

Their favorite sport, by a wide margin, is golf, although their 
vacations tend to center around the family. While the top execu- 
tive's long -working hours have become a traditional cliche of busi- 
ness publications, the overwhelming majority of company presidents 
tear themselves away from the office for at least two to four week? 
of vacation a year. They also claim to spend 20-to-40 hours a week 
with their families, and to devote time to community organizations. 

Insurance for professional women: Married women have most 
always relied on their husbands for family insurance. Most work- 
ing women considered their responsibility a temporary status until 
marriage. But today an increasing number of women, married and 
unmarried, have become good insurance prospects. 

The reason: As women have grown in job stature, their salary 
has become increasingly important to their family's standard of 
living. It is no longer "just pocket money." 

The type of coverage most sought is health insurance. Annual 
premiums for basic medical insurance policies to cover up to $7,500 
in "in-and-out-of-hospital" expenses range as follows, according 
to age: 

Age 25— $40.33; age 30— $43.82; age 35— $47.77; age 40 — 
$52.31: age 45— $57.74. 

Tv brings New York styles to the country: From the very first 
network shows, an effect of tv has been to speed up the spread of 
fashions throughout the country. (Far more than movies, with a 
one-year gap between production and release, possibly could.) 

This fall, a closed-circuit telecast in 30 cities aimed at beauti- 
cians throughout the country, will take this equahzing process into 
ladies' hair styles. As Joan Sinclair, co-producer of this 3 November 
"Beautyrama" show says: 

"Today, through \\, the woman in Kansas City. Buffalo or Mem- 
phis can have the benefit of the same top expert stylists in all areas 
of fashion as the woman who lives in America's fashion center, 
New York." 

Employee benefits: Agency wives have an increasingly difficult 
job in evaluating their husbands' earnings or trying to advise on a 
job change. The big reason for the difficulty — the many employee 
benefits and incentive plans that agencies offer today to attract top 
talent and to keep down the personnel turnover. 
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HO, HUM! It's the same old story . . 



MORNING 



AFTER- 




* LATEST ROCHESTER ARB REPORT, FEBRUARY 1957 

ROCHESTER, N. Y. 



National Repretenfafives: 
THE BOLLING CO. (WVET-TV) 
EVERETT-McKINNEY (WHEC-TV) 
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A housewife, that is. In IndianapoHs, you'll find her 
listening to WISH Radio! WISH knows that the house- 
wife is the one who does the buying for the family. 
That's why WISH directs its programming to her — 
gives her the things she wants to hear. Lively musical 
shows . . . fine CBS daytime dramas . . . presentations keyed 
to an adult buying audience. And that's why advertisers 
find WISH their best buy in the rich Indianapolis market! 
Represented by Boiling. 



I WISH 

! INDIANAPOLIS , 

L 1 -i I i _i 



A CORINTHIAN STATION Responsibility Broadcasting 

KOTV Tulsi • KGUL TV Gilvesion. serving Housion • WANE & WANE-TV Fori Wiyne • WISH 4 WISH TV Indunapolis 



49th and 
Madison 



Network affiliation 

You will forgive me, I hope, for com- 
menting that at times trade press re- 
porting is so sloppy that it borders on 
the ridiculous. 

That bothers me in your case be- 
cause SPONSOR is so damned good, 
m.ost times, that it enjoys the great 
advertiser-agency acceptance it has 
earned. 

But I'm thinking about Csida's in- 
credibly ridiculous column about 
Plough's "copyrighted formula." To 
describe conventionally good, long es- 
tablished techniques as a modern mir- 
acle is to sell the whole institution of 
radio down the river! 

I'm concerned somewhat more seri- 
ously, about your 7 September "Ra- 
dio in Transition." 

Doesn't sponsor know that a good 
rr.any stations retain their network 
affiliation because they want it and that 
they want it for very important pro- 
graming reasons (surely, there could 
be no other reason these days) ? 

Don't you know of network stations 
that have a definite thought-out pro- 
gram format to attract audiences to 
the network fare that follows and hold 
audiences inherited from the network 
fare that preceded, and never play 
"top 40" just because it is "top 40," 
I but instead select music in station time 
: to reach the mood and age group, that 
( have been tuned to a Godfrey, a soap 
1 opera, etc. and coordinate with the 
very best news coverage there is — 
world-wide network coverage — local 
and regional news, performed with 
equal skill, and work on the theory 
that news-and-music stations or coun- 
try music stations or race stations are 
all things to some people but these 
network affiliates can be all things to 
all people much of the time and by 
doing all of these things well, by mak- 
ing themselves an integral part of all 
the community, attract vastly greater 
audiences. 

I know it because, operating in a 
four-station market — where New York 
and Philadelphia can he heard, this 
network affiliate has only 2% less audi- 
ence, sign-on to sign-ofT, than all of 
our competitors combined. 

If it works in this tough market, you 
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PRIMARY 
MARKET 



400,000 people in the 
Ann Arbor area respond 
primarily to local radio. 
It's a huge market AND 
NOT ADEQUATELY 
COVERED BY OUTSIDE 
STATIONS. 



ANN ARROR 

AREA 

Includes Plymouth, 
Ypsilanti, Livonia and 
23 important industrial 
communities in Michigan. 

FIRSrinPULSE* 

Most recent Pulse 
indicates WHRV's strong 
superiority... 18 firsts 
(half hours) out of 24. 

WHRV 

1,000 watts abc 1600 kc 
Major league baseball, 
University of Mich, sports 
Detroit Red Wing Hockey 
6:00-9:00 A.M. Joe and Ralph, 
famous in Mich, area 



I ran l)cl juiir hollom dolliir tlwil it is 

workitifi iti a luiiidicd other market-. 

Vou do the iii(lnstr\ no jiood h\ 
I iny — c\eii if it is siiiiplv l)\ oinissiou — 

tlial all of ratlin's fniure is in iie\\>. 

aiid-iiiusie fiperalions. We'd he in sad 
I shape without network and the "we" 
I means "We, the IVople of." 
i Jerr) Sill, president 

I in-I'C, A thin tie (:it^ 

j riiat's a wonderful article in \our cur- 
rent issue . . . on uuisic-and-new s f>p- 
eralit)iis. It's a llioufrhtful and scan h- 
inj: approacli to a snhjecl too nia»\ 
interests have tried to dispose of wilit 
snide. snapp\ slo<;ans ... or too- 
! logical lofii.;. 

llarr\ .M. London 

Henry J. Kaufman <.K: Associates 

It'^asliin^ton, I). C. 

That routing list 

IMcase add niy iiatne and address tf) 
)t)ur list of personal suhserihers for 
SPONSOR Magazine al )our new .suh- 
scriplioii rale f)f S3. 00 per annum, j 
Will you please include a copy fjf the 
latest Tv Radio Masics Magazine. ' 

I have long heen on the ofl'ice rfiule 
list for SPONSOR, and 1 helieve it tf) he 
the finest ' trade journal"' availahle to 
lime hu)ers. 

1 am sure that \oh are making 
good 
menl.' 



-0 



Write for special merchandising 
plan or contact: 

BOB DORE ASSOCIATES 

National Representatives 

tht door is ahvaw open . . . 



with this "price adjust- 



Bob Dore Assoc., 420 Madison Ave., N. Y. 17, N. 1 



Saui Glickman. tiniebuycr 
Quality Bakers of America 
Cooperative. A'c/r York 

All-Media Evaluation Study 

A couple of )ears ago Rill Andrews of 
KNHC deli\ered an address l>efore the 
Oakland Advertising Cluh, suhject: ra- 
dio advertising for the realtor. 

He quoted several examples from 
the radio hasic section on "Media 
Kvalualion Stud\. 1954" issue hy you. 

Quotation is proper for an address, 
hut nia\ I now ha\e \our permissifiii 
to use these figures from his speech in 
a book for real estate advertising in 
preparation for Prentice-Hall Inc. 

I am doing a chapter on Radio Ad- 
vertising for Realtors, and 1 need some 
success stories such as cpioted by Bill 
— specifically a tract in Alherton, Cali- 
fornia, at Little Rock. Arkansas, and 
a third which escapes me (my notes 
are not at hand at this writing.) 

.Morton J. A. .McDonald 
Oakland Tribune, 
Oakland 




THE POWER 

OF PADUCftHl 




■ ;.MIlJ.l!W!jj!UIN'4'i) 
570 KILOCYCLES 

SERVING 
5 

STATES 



WEST 

KENTUCKY'S 
MOST 
POWERFUL 
STATION 

Reprosrntrd by th^ 
HN £. PEARSON CO. 
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bright, brash, bouncy 




The Jim Backus Show goes live on American Radio, 
weekdays, 2-3 pm, starting Monday, October 7 

Jim Backus gives a fun-in-the-afternoon mood to American's all-new, all-live musical line-up. 

Backus, a well-known man-of-many-voices (Mr. Magoo, Hubert Updyke III, to name a 
couple), adds to his already bright entertainment career a new, live network hour of currently 
popular music and spontaneous humor. The Jim Backus Show features songstress Betty Johnson 
(live), whose I Dreamed has sold close to a million copies, baritone Jack Haskell (live), The 
Honeydreamers (live), Elliot Lawrence's orchestra (live) and top announcer Del Sharbutt (live). 

This is the kind of radio— strong on music, long on fun— that today's young, on-the-go 
housewife wants. This is live American Radio. 



the IWB one is 



AMERICAN 

BRO-^DCASTING 

NETV\^RK 



This week: 
FIRST 
ANNIVERSARY 
ASA 

STORZ STATION 
FINDS WQAM'S 
RUNAWAY 
COMPLETE! 



.-G p.m., IMonday 



IJooper's greeting: 42.1% all day average, 
through Saturday. 
And from Pulse — 2 happy birthday cards : 
Metro Pulse gives WQAI\I decisive first place 

So does a brand new Southern Florida area Pulse, that accounts 
for the listening preferences of 31.5% of the people of Florida. 
IMany happy returns from Trendex, too, with a strong first for 
WQAI\r. 

And many thanks to you who buy time — for your quick recognition 
of the change in ]\Iiami radio listening . . . and for your confidence 
in the personalities and programmings of the new .... 



WQAM 

Serving all of southern 
and Radio #1 in . . . 

MIAMI 



vith 5.000 watts ( 




STATI O INI S 

TODAY'S RADIO FOR TODAY'S SELLING 



WDGY Minneapolis St Paul 
WHB Kansas City 
WQAM Mianni 

REPRESENTED BY JOHN BLAIR & CO, 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 
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"t^^^" figure lui? Iieeii ap|)eiirinj; at tlie head of 
more and more client conference table- whenever 
major advertisimi decision? are to he made: the 
marketing v.p. 

\i:ene\ men. media e\ecuti\es. .-tation rei)re>enta- 
tive? have all herome inrreasinglv aware of hi? power. 

• He's the man who holds the pur-e string?, gives 
the word on the amonnt of money the comjiany and 
each brand in the |)rodiict lineuj) ran ?|)end for it? 
o\er-all selling effort. 

• He has to approve a major expenditure, like a 
network tv hny. and has the right to veto it e\en 



ai;ainst the recommendation- of hoth the a.iienry and 
the admen within hi- own organization. 

• He -it- in on e\er\ major agene\ |tre-entation 
and, in the la-t anal\-i-. ha- the fleci-i\e xoice e\cn 
in the choice of a new adverti-ing ajieney. 

In -hort. he i- toda\ the -ingle mo-t important .id- 
\erti-ing policN — haper in man\ major client organiza- 
tion-. 

Vi hy ha- mi much power been jziNen to thi- e\eruti\e 
in -o man\ companie-.'' 

What"- hi- background and how (hte- he function .'' 
How direct i- hi- influence on major ad\erti-ing de- 
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The marketing veep holds the purse strings, 
must okay all major national media decisions like 
network fv buys, and is key in choice of agency 



cisions. iiuliiding the selection of air 
media ? 

Tho.-e are questions all executives 
concerned w ith the preparation, buying 
and selling of advertising confront 
toda) . 

In the past few months, these are 
among major tv advertisers who have 
reorganized their ad management un- 
der marketing v.p.'s: Philip Morris 
appointed George Weissman; Chrysler 
Corp., James Cope; P. Lorillard, 
Emanuel \elleu; ShaefTer Pen Co., 
Edmund F. Buryan. 

Other firms, like Campbell Soup and 
Nabisco, have been operating their ad- 
vertising planning under a marketing 
v.p. for a year or more. 

It's likely that more companies, large 
and small, will appoint marketing v.p.'s 
this year. The reasons: the complex- 
ities of our economy and the increasing 
complexity of advertising, particularly 
television. 

"It's difficult in today's complex 
business situation to know where sell- 
ing and advertising leave off," says 
Nabisco marketing v.p. Lee Bickmore. 
"And it is more important than ever to 
have these efforts correlated and work- 
ing hand-in-hand." 

The solution in many major com- 
panies today is to have advertising and 
sales executives working side by side 
and reporting to a marketing v.p. His 
objective: a well-meshed and harmoni- 
ous joint effort. 

Originally the top advertising execu- 
tive in most companies used to report 
to the top sales executive, since adver- 
tising was considered simply an aid 
to selling. Then as advertising grew 
in stature land budget), particularly 
through the effectiveness and costliness 
of television, advertising came to rank 
more and more on a level with sales. 
A new phenomenon arose: Tlie top 
advertising executive, like the key sales 
executive in a firm, reported to the 
president or executive v.p. of the com- 
pany in a direct line of responsibility. 

"But it's difficult for the executive 
v.p. of a major company to be inti- 
mately concerned with the marketing 
of his products," as Ross 11. Millhiser, 
assistant director of marketing at 



Philip Morris, explains il. "After all, 
he also carries the top responsibility 
for all company finance, for construc- 
tion, expansion, supervision of sub- 
sidiaries and so forth. Therefore, many 
companies have found the need to in- 
stall a key executive at an intermediary 
level to coordinate all the marketing 
functions." 

The pattern: Major multi-brand 
package goods firms tend to organize 
the various departments under the mar- 
keting v.p. along similar lines. 

For instance. Nabisco, Campbell 
Soup and Philip Morris all have cor- 
porate advertising directors: Harry 
Schroeter, Rex Budd and Roger Greene, 
respectively. These men function on 
a policy level as media coordinators 
between the various brands or divi- 
sions. But one of their most important 
functions is to negotiate and buy net- 
work television programing and help 
apportion it among the various brand 
groups that may be interested in such 
a vehicle. 

These advertising directors or v.p.'s 
report to the marketing v.p. in the same 
way that the sales vice president does. 
But advertising strategy and media 
breakdowns for the individual brands 
come not from them, but from the 
brand groups of divisions. 

WHien a Philip Morris agency makes 
a presentation of new plans, it has been 
worked out with the particular brand 
group involved. Roger Greene ha« 
probably been consulted throughout, 
but the primary responsibilit) for the 
planning lies with the brand group. 

Here's how he functions as media 
coordinator: 

Suppose Spud cigarettes decide to 
cancel some commercial schedules in 
a particular market. The brand ad 
manager first checks with Roger 
Greene, who sees whether another PM 
brand might want these schedules, be- 
fore Spud cancels them. 

George Weissman, as the Philip 
Morris marketing v.p., is responsible 
for the entire company's advertising. 
But he does not get into the actual 
operation or execution of ad plans. 



The chiei marketing executive re- 
ports to the executive v.p. and is ac- 
countable to him for developing, plan- 
ning, directing and coordinating all 
long and short-term marketing policies 
and programs. Therefore, the market- 
ing v.p. is not likely to see any media 
representative, since he does not usual- 
ly personally shape media strategy. 
On the other hand, network tv de- 
cisions, which used to need the ap- 
proval of the company president (and 
as a formality, still do in some in- 
stances) frequently do involve the mar- 
keting v.p. 

For instance, John McGlinn, Camp- 
bell Soup Co. marketing v.p., does get 
into negotiations with top network 
brass when a new buy. or an extension 
of the station lineup might be in the 
offing. (For an analysis of Campbell's 
ad management, see "Campbell's New 
advertising team two years later," 1 
June 19.57 issue of sponsor.) 



The new Philip Morris: 
this is the trend for 
most big tv advertisers 

ii 

George Weissman, Philip Morris mar- 
keting v.p. (above) is responsible for all 
sale?, advertising, marketing programs 
sbaped by such top executives reporting to 
bim as (1. to r.) Roger Greene, advertising 
v.p.: Ray Jones, sales v.p.; conferring about 
net tv witli Marlboro brand mgr. T. S. 
Cbrisiensen, ass t. mkt. dir. R. R. Millbiser 



2G 
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AiiiiuJil plans: Most inaikctinj; v.p.V 
(tf compaiiii's ssork in ;i simihii paltcni 
wilh their saU-s and acK crti^int: dcpail- 
luciils and a<jciK'it.-< in ffiriiuihitintr tlif 
a(Ivcitisiii<; stratcji) for tli.- next \ear. 

"We have a .strat(-\ ni.vtinij (hirin<: 
the bst week in Mareh or the (ir>t 
week ill April to set advertisin-; p.>lie\ 
f(ir the next \ear/' says Xahisco's Lee 
Hickniftre. " This iiieetin<; iiiehnh-s our 
directors of marketin<:, sales and ad- 
verlisinp and key po<iph- from the 
agency." 

The eoinpaiu presi(h'iit or executive 
v.p. may sit in on parli. of the>e meet- 
ings, but Mickmore pre-ides through- 
out. Each company di\isi(»ii, -uch as 
biscuits or special products. i> con- 
sidered scparatcK in an all-day meet- 

At this tiiiie the gronp anaU/.es the 
division's sales and advertising history 
for the past five years, what its status 
is at tlie present and what the future 



-hort- and long-range olijecli\c- might 
h... The (liMUssions are ha-.-.l on r.- 
porl> 1)\ the di\i--ion'.s ke\ people on 
^hare of market for the pr-.dn. t^ -^alc-^ 
and piiifit profile-. 

"'riicii we look at oiir future in teiiii- 
of the product, areas ami nieflia con- 
cerned," sa\s Hickmor.-. "lU the tiin.- 
of this get-together. <nir agencies hii\e 
NNorked closely with the men in oiir .li- 
\isions in preparing their rc( onimeii- 
dations. During the iiieeling--, we real- 
ly refine and alter the>e recoiiinienda- 
ti(nis. rather than lay down ha-ic 

In other words, the key agency and 
company division executives ha\e al- 
rea(l\ worked out the media and c<»p\ 
strateg) on the basis of an estimated 
budget for the next year. Tlie\ n-e 
the strategy meeting to re\ iess their 
plans for using network or spot iv, 
programing or aiinonuceuients. Changes 
can still be made at this point, and 



oft.-n aie. lliroiigli gi<.n|, di-< iis-i<m. 

During tin- u.-\l fesN month-, tli< 
plans for tli.- ii.-\t v.mi an- cairi<-d 
further ami .lev eh.p.-.l. 'Il.en in \ii- 
gust. Hi.kinoie calls a meeting of th- 
division iiiaiiag<-rs to inform llicm 
about the adN.-rlising plans. \t tli.-e 
iiK-ctings, tlie-<- iiK-ii have a < liam e to 
openly make their onmi rccomniemla- 
tioiis. 

"One might sa\ for iiistaii<e that 
print doesn't give Us the coverage we 
need in a < crtaiii gronp of markets ami 
that we should have radio amioiiu< e- 
nienls f)r tv proL'raniiiig on a -pot ba-i- 
in-lead to avoifl a -ales shiiiip," sav* 
Mickmore. "Then, when the divi-ion 
managers have approved the over-all 
plans, thev 're a part of it." 

After the-.' ni.-. liugs aiid the r<--ull- 
iug refiiieuieiil- in the a<lverti-ing 
strategy, the plan- are brought c|o-cr 
to being final, lu December. .Nabi-co 
(I'lcasc turn In i)nc.c 67 ) 




RADIO IN TRANSITION 



Part of a continuing series 



THE 

SATURATION 
MEDIUM 



IMost admen feel spot radio will never return 
to the days of the five announcements per- 
week campaign. Today's client uses 20 to 
200 spots per week per station, in order to 
reach 75% of the radio homes in a market 



{Probably no other concept has con- 
tributed so much to the new radio as 
has saturation advertising. In less than 
five years, this idea of buying all the 
repetition one can afford helped turn 
an all-but-stalled advertising vehicle 
into the fast-rolling bandwagon that 
is spot radio today. 

This week, sponsor took a long look 
at saturation radio — its past, present 
and future. In speaking to both buyers 
and sellers, there was virtually general 
agreement on these points: 

• More clients are buying satura- 
tion radio than ever before. 

• As these buys increase, stations 
find themselves with less time to sell, 
and thus saturation campaigns — par- 
ticularly in traffic hours — are becom- 
ing more difficult to buy. 

• This situation is forcing more 
announcements into other times of the 
day. Weekends are becoming more ac- 
ceptable to saturation clients. The next 



iiicvitalilc hrcaktlirou^li will \>r uiLilit- 
tiiiir. 

• Siiturjitioii will coiitiiuif to l)c tlu- 
most w i(lt'l>-usc(l strategy in spot nulio 
l)t'tjuist! of the |)iov('ii accuiiniliitioii of 
audifiuc l)_\ that lucdiiiiii. 

• Sutuiatioii, iiiaiu fffl. is tumiiij; 
radio hiisiiicss from a lnufr's to a 
sfllt'r's market. 

• Saturation is iiiaii) tliiiijis to 
inaiij clients. 

It would he hard to find another 
single word in hroadeast ad\ertisinj; 
that is subject to as many dillerent in- 
ter|)retutions as "saturation." "To add 
to the s«'mantic complexities the word 
has l)een (jnalified b> such a(lje( ti\es 
as "moderate." "average," a n d 
"super." 

L'uder this mantle of confusion hny- 
ers and sellers lia\e set nj) \ard>tieks 
and worked ont fornudae in the name 
of saturation. At T&G agencies. bu\ - 
ers have bought saturation without 
mentioning the word. At Colgate, two 
\ears ago. saturation wa? dissected 
like a frog and a use-formula arrived 
rt: 40 rating points to reach 28"^? of 
the homes in a market. ll-O rating 
|)oints to reach .SO' r of radio homes, 
and 400 points to co\er T.t^ of the 
l-.omes. 

At the same time a lot of timebnvers 
and ageiiev research departments ar- 



ri\e(l at the eonclu-ion that about lOH 
announcements |)er week in a major 
market would reach half the radio 
homes and thus "saturate." 

Since then countless >li(lf.rulcs were 
slipped and co\erage nia|)s porrd o\cr 
nn.l n.-w formulae evoK.-d. ^ et, to- 
daj. when bu\ers are (|neried on sat- 
uration, the -tock answer (-(juies u|) 
"Welb it all depends ou what \ou 
mean b\ saturation . . ." 

To Grace Porterfield, of Benton ami 
Howies, who |)ioneere(l the saturatitin 
concept for .Maxwell House ColTee. the 
ideal saturation cam|)aign would be 
"!'■)' I share of audience with one s|)(,t 
(\er\ \r) minutes around the clock." 

"In order to do the maximum job 
with radio," she sa\s, "one should 
buy from sign-on to sign-olT and 
should ^eriou<l\ consider all-niglit 
radio." 

For a major market sucli as New 
^ ork or Los Angeles. Tom llollings- 
head of McCann-KricksOn feels that 
saturation can he achie\e(l h\ ."^O to 
.50 spots on a minimum of two to]) sta- 
tions. "Three stations. ' he adds 
"would be better. ' 

To launch Oasis Cigarettes Liggett 
Me\ers is in the middle of a cam- 
paign that end)races 50 s|)ots a week 
per station. Firestone Tire & Rubber 
has just run two cam|)aigns on 11.5 



'lations in o.") to|> markets with selied- 
ules of a|)|)roximatelj .')!) amiouiK e- 
inents each |)er week. In contrast to 
these eon<c|.ts of saturation, |{. J, 
l{e\ nobis ('o. is promoting Ca\aliei 
(iigaiettes in some 2IM) markets for 12 
weeks with an a\erai/e frei|uen< \ of 
onl\ eight s|)ots a week. 

I'robahU llie biggest saturation 
eani|)aigii of all time in radio is run- 
ning right now. This is the order 
placed b\ ."^inclair Kefiiiiiig Co. 
throngli it- New ^ nrk agene\, More\. 
Ilunnn \ Warwick, lliat is saturatiu'.; 
!."<) markets in '.'>(, -tates for a .')2-week 
eam|)aign at a eo-t of >\.~i million. 
The fre(|uen< \ is u|)Wards of 200 an- 
nouncements |)er week, which works 
out to a total of 10,000 nnnonneements 
wcekl\ on 900 ra<lio station- "We're 
bu\ing remend)ranee. ' sa\s James J. 
Pi'lauc), Sinclair's ad\ertisiug man- 
ager, and that s ju-t what the\ re bu\- 
ing since the annouiiec-ments are all 
"sliortie-" of fi\ e--c-eoncls duration. 

One thing is certain at the moment. 
I here will in'\er be a mass return to 
the old radio ad\ertising conc-ept of 
fi\e announc-enients |)er week. -52 week- 
a \ear. I be new radicj. and what ad- 
vertisers ha\e found out about it. has 
tolled the knell on low frec|uenc\ cani- 
|iaigns. 
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SATURATION continued . 



"JIow the stations rolled out the red 
carpets," recalls Lynn Diamond of 
Kniil Mogul, "when I started huying 
20 or more spots a ^veek for Rayco 
Seat Covers five years ago. At that 
time, the average client was huying 
three or five spots, and the saturation 
plan was in its infancy. 

" Today." she continues, "it has he- 
rome something of a trick to find 
tralfic a\-ailabilities, because this is the 
time a lot of clients ^vant to saturate." 
For Rayco, however, this presents no 
hig prohleni. They want no more than 
10 announcements out of their 20 to 
35 weekly in traffic hours. "We want 
to reach an audience at other times, ' 
Lynn explains. 

"In another several weeks," says 
George Dietrich, sales manager for 



XBC Spot Radio, "any saturation cam- 
paign must consist of 30% minimum 
at night. Daytime is selling out fast." 
This may be all to the good for the 
advertiser. 'iVue saturation, he points 
out, is an accunmlation of impressions 
throughout the broadcast day. 

"Saturation is the only way to buv 
radio economically," says Dick Pickett 
of Foote, Cone & Belding. "TTie uni- 
verse of radio is limited to begin with 
and if you start restricting your cam- 
paign to only certain hours in a day, 
then you set up additional limits to 
your reach." Almost all buyers and 
sellers are unanimous in this feeling 
that saturation must touch all segments 
of the day. 

Buyers and sellers are unanimous, 
too, in their feeling that the frequency 



of announcements in a saturation cam- 
paign depends on the product prob- 
lems and the campaign objectives. It 
also depends on the client budget and 
the sales expectancy. 

Although the term "super-satura- 
tion" has been bandied about a good 
deal (vyfith no one quite certain what 
"super" is), there is a growing feeling 
among some in the industry that be- 
yond a given number of announce- 
ments per week ])er station there is a 
point of diminishing returns. 

Adam Young Inc. has made just 
such a study, and on its findings have 
based its rate card which stops at 36 
announcements per week. This rep 
firm's research found that Avhen over 
40 announcements a week are used for 
(Please turn to page 47) 



Here's what it costs to buy saturation spot radio in 1957 



Metropolitan Markets In 
Descending Order By 
Population Size Rank* 

First 5 

" 10 

" 15 

" 20 



30 



65 . 



t Jotm BI»lr Co. 





General 


Saturation 






12 

Announcements 
Weekly 


24 

Announcements 
Weekly 


48 

Announcemen ts 
Weekly 


S6 

Announcements 
Weekly 


Premium 
Time 
12-Plan 


$ 2,500 


$ 4,500 


$ 8,800 


$ 17,250 


$ 3,100 


3,800 


6,950 


13,450 


26,400 


4,850 


5,100 


9,400 


18,000 


35,250 


6,500 


6,400 


11,750 


22,400 


44,000 


8,200 


7,300 


13,450 


25,200 


49,450 


9,400 


8,750 


16,000 


30,050 


58,900 


11,100 


9,500 


17,300 


32,450 


63,750 


12,050 


10,350 


18,900 


35,450 


69,600 


13,150 


11,200 


20,400 


38,250 


75,200 


14,250 


11,700 


21,300 


40,000 


78,700 


14,850 


12,500 


22,850 


42,950 


84,100 


15,900 


13,400 


24,450 


46,050 


90,300 


17,050 


14,400 


26,300 


49,600 


97,350 


18,150 


15,100 


27,500 


51,900 


101,950 


18,900 


15,500 


28,250 


53,450 


105,000 


19,400 


15,950 


29,100 


55,050 


107,550 


20,000 


16,450 


29,900 


56,450 


110,250 


20,550 


17,150 


31,150 


58,950 


115,150 


21,300 


17,700 


32,100 


60,750 


118,700 


21,850 


18,250 


33,000 


62,500 


122,150 


22,750 
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SHOULD YOU DROP 

A SUCCESSFUL JINGLE? 



Tliis was |)r<)i)l<'iii faco<I hy 
Hiirgeriiioisl<M' Ix'it. 3Iiicli 
of its heavy air ex|)(!ii(Iiliii-e 
IkuI heeii associale<l with 
loiig-riiiiiiiiig jingle. 
Bill new iiiark<'liii«; ap- 
proach <lictate<i change. Re- 
snlling s;aK*s hit new highs 



W,,e„ do you drop a successful 
jingle? 

Is it good business to switch to a 
conipletcly new advertising approach 
if sales indicate the old one is still 
pulling? 

These are problems facing ever)- 
heav) user of air media. Last vear 
Burgernicister Beer came up ^\ith 
what has proved the right combination 
of answers for them. 

Burgernicister Beer is number two 
in the western beer market and the 
major part of its ad budget, which 
SPONSOR estimates is over two million 
dollars, goes into air media. 

Les .Mullins. Burgernicister advertis- 
ing manager, and Lou Rolle. BBDO. 
San Francisco, group supervisor for 
the account, decided to revise their ap- 
proach — which had been verv conserv- 
ative — and appeal to women as well as 
men. 
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" To give our >witcli impart in the 
competitive we>tern beer market." 
Rolle told SPONSOK. "we derided to add 
spot saturations in radio and t\' to our 
basic 52-weck spot schedule* supple- 
mented bv syndicated shows and some 
participations. Our >tarting ))oint wa> 
a new slogan and a new jingle. Both 
had to be good. ' 

Ou see." Mullins explained, "their 
predecessors had served r>urgie well 
for 10 \ears. The old jingle wa- the 
first ever used for a beer and becaire 
the best-known jingle in Northern 
California. Vs Burgie expanded, the 
jingle became popular in other western 
markets. 

"But an\ jingle rcaclic- the wear- 
out point, the place where people no 
longer realK hear it. That was what 
was happening to our Clementine." 

Introduced on radio in 1916. two 
\ears after the compan\ started using 



advertising for the fir>t time, the jiimle 
wa- carolled to the tune of .M\ l);ir- 
lin' Clementine : 

Burgerm eisler, Btirprrm rister. 

It's so liphl and pnliirn rlrar: 

niirperiin'islrr. Iliirceriiiri'iii^r. 

ll's a truly fine jxile berr. 
"Clementine had run the full 
gamnl." Mullin- point- out. "J.i//. 
^wing. pizzicato, niambo. cal\p-<> 
iie\er <:ot to rock ii' roll becau-e b\ 
then we were workinir <>n other 
thinu>." 

"^a\-.IiMi Ihircli. I?I>1)( ) ere.iti\ e Bup- 
er\isor on the account: 

"\^'hen we found our -l<>;:an for 
lO.ST. we needed a new jiii:;le fur it 



Campaign change lo tie in ilnnp- ni 

lilr" niadf ncv^ jincle am! ~l.>23n n.-re-.ar> 




15iirgeriiieixter used no advertising from 

1868 till 1944 when it moved into air media. Sales 

sinee have increased 10-fold, hrand is No. 2 



one that could underline an entire 60- 
second spot and that would wear well. 
In short, like any popular tune that 
catches on. it must he good enough so 
that repeated playing would make it 
terrific." 

In line with the new approach, 
Burgermcister wanted maximum view- 
er identification, with a theme that 
would carry over into its outdoor. 
Burgenneister decided to put people 
on its hoards in 1957, so what was 
more logical than to put the same 
people — a joung couple — in the spots? 

"We planned a series of inter-link- 
ing hoards and spots, pegged to the 
seasons," says Lou Kolle. "'To empha- 
size that heer belongs with the pleasant 
diings of life, our spots would he: bar- 
becue, beach, patio, gardening, fire- 
side, boat painting (a hobby), party 
(to sell our quart bottles), mountain 



lodge and sidewalk cafe." 

Rolls explained that the last two 
were designed to stimulate tavern 
trade, which has fallen ofT, he said, 
for all brands in the past few years. 

"At the same time," he pointed out, 
''60 to 70'^ of all beer sales goes into 
the home market, hence our slant to- 
ward women. It's mama shopping who 
helps decide what beer papa will 
drink." 

Work on the jingle started in Sep- 
tember of last ) ear. Joe Hornsby and 
Ben Allen, BBDO, New York, jingle 
men, got to work. "'Some 30 to 40 
jingles were tried out." Jim Burch re- 
called. ''We tried everything, even 
more public domain tunes, in our 
search." 

Finally, they decided on a jingle by 
Song Ads. and the filming of the spots 
began at Universal-International stu- 



dios, under the super\ision of John 
Alexander, production head for Burgie 
at the BBDO Hollywood office. 

Alexander told SPONSOR each spot 
cost about S4,000, with an additional 
cost of several hundred dollars for 
shooting an alternate ending, required 
for Washington and Oregon, where 
women cannot be shown holding an 
alcoholic beverage in any advertising. 

The first radio spots were ready in 
December 1956, tested on the air for 
two weeks that month and found satis- 
factory. 

But the campaign itself basically 
started 15 January with 24-sheets 
using the couple and the new slogan : 
"It's so much more refreshing." Radio 
spots followed in February. A six- 
week tv saturation began 3 March, 
followed by a 13-week cycle the middle 
of May. 

In April, "the timid soul" appeared 
in I.D.'s — a lovable, well-meaning lit- 
tle man who stumbled over a tennis net 
or got splashed on a curbstone, arous- 
ing the viewer's sympathy, whereupon 
the jingle asked the theme line: 
"Wouldn't a nice, cool Burgie go good 



Broadcast strategy in key markets i> plotted by BBDO people and Burgermeister advertising manager, Le^ 
Mullins. Shown (1. to r.): iXeil Crandall, J. G. Motheral, Manager BBDO San Francisco, Les Mullins, Mack 
Chandler. Charles Russell, radio-tv department head, Jim Burch, Lou Kolle, and Frances Lindh, timebuyer 






First ihlMTli-iiin rjmit);iij;ii niN<ii iiiitM-tns 
ill \<)l\ 1)> MiirfiiV i.r.->.i.l.-m, ll.iiry I'iciinl 




Founder's ?ran«lH)ii. ( liarU-* Liinnanii, Jr. 
-iipcrvi-fi tirodiiciion of Hiirpt-rmci^ier 




Successful in nni^:!! maikel j-.l. 

of Don McAfn-. lUircie manager 



riglil now? . . . Hiirgermei^ter Beer, 
it's so much more refresliing.'' Play- 
lioiise I'idures produced four Id).'?, 
drawn to story hoards prepared by 
HP) DO. 

"In placing the spots," Rolle ex- 
plained, "we use an a^erage rating 
point schedule. There are certain fig- 
ures wo consider saturation, based on 
rating points. We buy as many spots 
as necessary to achieve that leveh 

"In radio, the spots are balanced 
pretty evenly between daytime and 
nighttime. In daytime buying, we em- 
phasize traffic times. During a satu- 
ration schedule. Rurgie places from 2.5 
radio spots a week in small markets to 
200 or more in major markets. All 
radio markets in the west are used. 

"In tv we use 75 or more tv ytations 
throughout the west. Saturation runs 
from four spots a week in smaller mar- 
kets to as many as needed to meet the 
competitive situation in a larger mar- 
ket. Our rating basis for placement 
and need to reach both men and wom- 
en rules out most daytime t^ . 

"In Los Angeles, all se^en station? 
are used during saturation, whereas a 
normal schedule calls for about three. 
On the other hand, in San Francisco. 



all three -tjitioii^ are ii-ed s ciii -round." 

■\\n lists I5nrgie as spending .*2.'vi,- 
:?()() in t\ the first (piartcr of ITiT mIk- 
t\ canipaign st.irtcd '.\ March I, rank- 
ing No. 100 mitioiialU as a spot t^ 
advertiser. The estimate for the sfc- 
ond (jnarter is SlOf).n(HI. placing tli.-iii 
\o. r>H in sjiot e\|)enditnies. 

'"W'e were natiiralK (jnite inteicst. 
e.l." KoUe said, "in knowing liovv well 
the new jingle wa< doing in relation to 
the pre^ ions jingle, a< well as in rela- 
tion to other popular jingles on the 
air. HBDO's resear.h deparlin.-iit de- 
xc'loped a technii|ne which has enabled 
us to sainjile |)iiblie reaction \crs sntis- 
faetoriU. W e found, for example, that 
the new jingle had been heard b\ 96'? 
of the people, while Clementine had 
been heard by 9.5' <' . 

"On masked name and |)ro(liict iden- 
tification, both jingles were correctK 
identified by 00' > of those who had 
heard them. None of the control jin- 
gles used in the stu(l\ exceeded these 
figures. Since the new jingle had been 
ill use for onls six months, and the old 
jingle had been used in \arious forms 
for 10 vears, we felt this was a satis- 
factory performance. 

"W hat was even more satisfactory 
was the fact that the new jingle wa* 
better liked bs an appreciabh greater 
percentage of the people interviewed 
than either the old jingle or the select- 
ed 'control' jingle. 

"In the matter of ^iewer projection 



on t\ whic h we'd been s,.,-kiiig, it's m. 
trrestiiig to note that most jji;irried 
persons .lassifi.-d the eonple as mar- 
ried, most siiifflc pcrs(jjis as miinarried. 
Heaetioiis would indicate |)refejence 
b)r one s|)ot (>\rr another larg<ds be- 
cause "that's what we do' again iden. 
tilicatiori." 

The biggest barometer of success: 
127.f)2I barrels were sold in Jills I'A-)7, 
making this the best nnnitli in the 
brewers 's histors. The figure is al- 
most as imicli for a month as Hnrgie 
sold in a sear back in when 
llenrs K. I'ieard, iiosv president of 
Uiirgeriiieister. took oser inana'.'emeiit 
of the then San I'raiicisco Brewing' 
Corj).. instituted a poll, s of adserlis- 
ing, and discontimied all brands (•\cc|)t 
Burgie. I'oun.led in W.GV, bs the Lnr- 
inanii and (»arnis families, the coin- 
pans "s ( redo had been until then "onr 
adserlisin^. i* in the bottle." 

Bnrgerniei-ter abo pioneered in the 
field of sportseasting. In 19.')3. tlies 
l i'gaii s|)()n«orshi|) of the Kanis and 
I'Jer games in railio. >iic( cs* s\itli pro 
football on radio led to sponsorship of 
eight games in the Diiinont ts package 
in 19.51. Kesiilts svere sr) successful 
that when the chibs sold their ts right- 
iii(le|)endentls . Biirgie bought them 
and ran the games on the fast-growing 
ABCT\ western network. 

Lou Kolle belies cs the problems in 
l>ackaging games regionalls can be-t 
I I'lcusf turn to prtjje 1-1 I 
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WILL TV GET ITS OW 




ABC"? 



As the NARTB unveils its tv circulation study after five years 



work, one question is: How badly does the industry want it? 



Early indications are that it is not sure, though broadcasters 



have consistently cited the need for tv station circulation data 



J^her five years of successes and 
failures, doubt and enthusiasm, second- 
thoughts and decisions, the NARTB's 
tv circulation study is being unveiled 
to the industry with a remarkable lack 
of hullabaloo. 

Though it may seem odd to pose the 
question after five years of waiting — 
Will the industry go for it? — at the 
moment, there is no assurance that it 
will. 

Despite the fact that industry peo- 
I pie have consistently cited the need for 

circulation data (and bought such in- 
formation from ARB. Nielsen and 
SAMS), a number of factors are caus- 
ing soul-searching about the new study 
among tv stations, early reactions in- 
dicate. 

It is, of course, true that the unveil- 
ing process is not completed. Facts 
about the new study, which is com- 
• pared to the print media's Audit Bu- 

[• reau of Circulation, are being revealed 

I to industry people at a series of 

NARTB regional conferences that be- 
gan 16 September and will not be con- 
cluded until 26 October. 
However : 

• There are still a number of ques- 
tions that remain to be answered. For 
example: How will the stndv finallv 



be set up? Will it he like the Audit 
Bureau of Circulation? How much 
say will advertisers and agencies have? 
There are also some questions of meth- 
od to be resolved, although it is be- 
lieved that a pilot study should be able 
to answer most, if not all, of them. 

• The measurement decided on 
after years of testing and discussion 
is a far cry from the original notion 
of a circulation study that would "do 
away with ratings." 

• A lot of water has gone over the 
dam since the circulation study was 
brought up. In the interim, local rat- 
ing services have expanded and en- 
sconced themselves in all the major 
markets and a good man) not-so- 
major. Though stations have always 
had reservations about ratings, most 
of them now accept the fact that they 
have to use them to sell. Since the 
early days of RMB. the industry's first 
circulation measurement, many broad- 
casters have become disenchanted with 
coverage studies. Part of this is due 
to the feeling that buyers look pri- 
marily for the top station in each n^ar- 
ket so that such studies only help such 
stations. 

• That NARTB is telling broadcast- 
ers at the regional meetings that the 



association is not pushing the pro- 
posed circulation study. The approach 
is: It's-entirely-up-to-you-fellows. This 
has been made clear by President Har- 
old E. Fellows, Thad H. Brown, Jr., 
vice president for tv, and Richard M. 
Allerton, manager for research. One 
reason for this attitude is that NARTB 
top brass is apparently not sure at this 
point how interested its members are 
in a circulation study. 

A clear picture of the background 
to the proposed study, probably the 
best kept secret in tv's history, is just 
beginning to emerge. The study 
was first formally discussed by the 
NARTB's board in December 1952. 
The first matter of moment gone into 
was the Cawl formula, developed b\ 
Dr. Franklin Cawl. an ex-Kudner re- 
search executive. Cawl's proposal in- 
volved a telephone study which would, 
through a large number of calls, meas- 
ure station audiences by time periods. 

There is no question but that the 
idea appealed to a number of broad- 
casters, especiallv those who felt rat- 
ings were an unfair measurement. It 
promised detailed figures on viewing, 
without pinning down audiences to spe- 
cific shows. It would, for example, 
show a staticm's audience, say. from 
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{!:0() lo 9:00 p.m., hut tin- fitliirc woiiKI 
l)f ill! avrratti' over a of time 

ratlier tliaii a s|)ftific (la\ so tliat tlu- 
ii|)s ami downs of |)ro<iiam |)o|)iilarity 
would he lo>t. Ihixcrs would not liiiiit 
and |)ick and tlicre would l»e no staud- 
iuj; in line for a |)articulail\ valuable 
slot sinec no one would know wliieli 
slot was |)artieularl\ valuable. 

'I'lie iXAUTH eomuiittee studying the 
(law I |)lan. not sure about tlie tetdini- 
eal aspects, brought iu the networks. 
W'cb researchers said the plan would 
lia\e to be studied and validated. At 
the same time, however, the networks 
made clear that, whatever the merits 
of the Ca\sl formula, tlu'\ had uo in- 
tention of signing a death warrant for 
ratings. iNetwork selling nee;Ls. they 
said, required a measure of program 
audieuccs. 

A long and complicated history of 
study, discussion and testing followetl. 
The Advertising Research Foundation 
was brought in. AKF's managing di- 
rector, A. W. Lehman, appointed a 
committee which included such names 
as Biow's research director Larry 
Deckinger (now media chief at Grey)', 
K&E"s Bud Sherak, now research direc- 
tor. Later, questionnaire studies were 
done by the Polity and Crosslev S-D 
outfits. The NARTB's research sub- 
committee, consisting of network re- 
search chiefs, worked on the project 
until this past June. At the time the 
group dissolved, it consisted of Hugh 
Beville. chairman, .\BC; Don CoyTe. 
ABC; Jay Eliasberg. CBS, and Melvin 
Goldberg. Westiughouse. Certainly, 
there was no lack of brains involved 
The original idea of measuring small 
l)eriods of time was soon dropped as 
not workable for both financial and 
technical reasons. Tlie iXARTiJ then 
fell back on measuring three-hour day 
parts hut a retreat was sounded in 
that area. too. 

A major breakthrough came when 
a questionnaire designetl by Crosslev 
seemed to finally solve most of the 
problems involved in asking people 
over the phone what stations thev lis- 
ten to. One problem was to eliminate 
respondent biases in favor of "pres- 
tige" stations and in favor of network 
affiliates in areas where there were 
also independents. After the XARTB 
appropriated some more money (prob- 
ably about S200.000 lias been spent 
altogether on the project) the ques- 
tionnaire was tested in Paterson. X. J., 
with seven signals and High Point. 



X. C, with 12 signals including uhf, 
and conq)arcd with the ic^nlt> from 
nic<diani<-al n-<-or<lers. 

The eoiudiision of the network rc- 
>earch grouj) i-> that a workable 
method has I een de\elop.-<l, which 
means, in research language, that tlie 
method is danm good. Furlhcrniorc, 
the use of recorders to compare with 
the telephone results pio\ided the \ali- 
dating that is too often lacking in the 
audience measurement field. 

The method would |)ro\ide dail\ 
and weekK circulation figures on a 
county-b\ -county basis. An\ home 
that re|)orts ]r> niiuntes or more of con- 



tinuous \icwing on a weekly or dad) 
busis is counted, .'^et ownership b\ 
counties would also be |)ro\ifled. ^ub• 
scriber« would get new inf()rmati«»n 

In the idl-inq)ortant area (»f costs, 
\llertoii estimates that the first year's 
cost would be about S1.2 million with 
some reduction in e\|)enses after that. 
This is about oil a \nif with the total 
<ost of X(:.> Xo. 2, which include.1 
radio, and to which llO t\ stations 
subscribed. It is,-siimated that if r.O'; 
of eurreiitU f)|)erating stations partici- 
|)ate, subscriber eo-ts will range from 
.«;|.I00 to .«;2.').0()0 with an overall av- 
crag<- of .*l..-)()0. ^ 



New study would gaih.r circub- 
lion data dirougli tclcplionc calls on a 
ly hy-county basis once a year 





Set ownership figures would also 
1)6 provided. Mtlhod was tcsled by 
comparin<: plionc data witb meters 



BEFORE A STUDY CAN TAKE PLACE 



. . . the indusiry- has to approve it. A series of reponal .\ARTR meetings nou 
going on and lasting through 26 October are providing broadcasters with their first 
detailed glimpse of the method. If reaction is favorable, the Tv Board iiiU decide 
the next step, probably an all-industry conierence to select form of organization. 

. . . some basic decisions have to be made. For example: To what extent uill 
agencies and advertisers participate? If ill they he called upon to contribute fin, 
daily? Should figures on i 



:riber stations be included in the survey reports? 



... (7 pilot survey idll probably be run o§. This uill not be done unless general 
industry approval of the circulation study concept is forthcoming since the pilot 
study will involve additional SARTB funds. Probably about S200.000 has been spent 
so far. Among the technical problems to be solved includes the matter oi gathering 
information on tv ownership in non-telephone homes through a telephone uudv. There 
is also the question of what to do about homes which don't answer phone or juestions. 
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SOME OF OUR CLIENTS HAVE EXPRESSED WONDERMENT 

Because for years we have delivered the rich market of Hometown and 
Rural America neatly arranged in potent parcels for advertisers, some of our 
clients have expressed wonderment. 

When an advertiser uses Keystone Broadcasting System, his choice of the area 
he wishes to cover is expertly and efficiently packaged for him ... 90 or 900 
stations in this busy, buying market . . . tailored to fit his selling 
needs with no muss or fuss. 

We're no "one man band" — but Keystone's service is the most integrated, 
direct-result method of advertising and selling in Hometown and Rural America 
—971 stations affiliated to cover 90 million listeners who represent 
the largest audience in the market. 

What's your story? And how can Keystone help you tell it to Hometown 
and Rural America? 




Send for our new station list 

CHICAGO NEW YORK LOS ANGELES 

111 W. Washington 527 Madison Ave. 3142 Wilshire Blvd. 
STate 2-8900 Eldorado 5-3720 DUnkirk 3-2910 

• TAKE YOUR CHOICE. A handful Of stations or the network ... a 
up to you, your needs. 

• MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
coverage for less than some "spot" costs. 

• ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
time and place are chosen for you. 



SAN FRANCISCO 

57 Post St. 
SUtter 1-7440 
linute or a full hour— if; 
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TV BASICS/OCTOBER 



FALL TV SWEEPSTAKES ARE ON 

sponsor's iiclwork (]()iiii)ara«;ra|>Ii lor iIm- iicxl four weeks jiives 
details as iIk; lineup lor llie 1957-S8 season falls iiilo place. 
Cliarls also show sponsored lionrs l>y network and avera«^e cosl> 



^The next four wrcks will ?cc the 
final pieces of the network tv jigsaw 
fall into place. 

More than 2o regular nighttime 
sponsored shows will make their dehnt 
or return to the air (hiring the period 
covered by si'O.NSOU's next Compara- 
graph. The period covers the critical 
four-weeks heginiiiiig 2li September 
and ending 25 October. 

In addition to the sponsored night- 
time shows, there are changes in the 
da\tinie schedule, new sustainers at 



night and man) specials- 12 in all. 

On top of this is a complicated pat- 
tern of sponsors coming in and going 
out. This acti\ity is particularly evi- 
dent at night as the new season begins. 

The details of these changes, inchid- 
ing program costs, names of sponsors 
and agencies, dates in which changes 
were made, etc., c;in be found in the 
following pages. 

Among the new programs to bit the 
air during the 28 September-2.5 Octo- 
ber period on AHC alone will he It'al- 



Icr irinrhrll File. Tonibstonr Territory , 
City Mitrh'll Slioii', y.oTTd. The Real 
Mcdoys. I'll! lioiiiie Sliiiw, I'atrire 
Miifisel Show. Frank Sinatra Shoii ami 
Colt .1.1. 

On (]B>, new shows include i^Oth 
(Century, /tssipnrnent Foreign I.epion, 
Leave it to Heaver and Dick and the 
Duchess. On NHC. there uill be the 
AI(oa-(J()ud\ear dramatic half hours. 
Suspicion, Court of ImsI Resort, Club 
Oasis, Cisele MacKenzie and If'h/it s 
il Fm? ^ 



1. THIS MONTH IN NETWORK TV 

Network Sales Status Week Ending 28 September 



Live 

0.0 ABCfi 

^ 97.0 CBSt ■ 

f 88.4 NBC ■ 



Daytime 

SPONSORED HOURS 

■ 4.0 



Live 

25.8 ABCt I 

41.6 CBS I 

56.4 NBC I 



Nighttime 

SPONSORED HOURS 



' 15.5 



■ 25.5 
I 24.1 



1 



AVERAGE COST OF NETWORK SPONSORED PROGRAMING 



Cost Number 


Cost Number 


Cost Number 


Cost Number 


Hour drama 
$63,111 9 


Half-hour drama 
$25,382 17 


Situation comedy 
$26,634 15 


Hour comedy-variety 
$59,499 8 


Half-hour comcdy-var. 
$39,850 5 


Half-hour adventure 
$29,998 12 


Quiz 

$25,274 11 


Daytime serials 
$10,429* 7 






IDS ir» onc«-»«kIy »nd are all nlchltlii 
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2. ALPHABETICAL PROGRAM INDEX 

Sponsored Nighttime Network Programs 6-11 p.m. 



Alcoa-Gooclyear Anthology: 

Dr-F (10 '20 start) 
•Steve Allen Show: V-L 

Assignment Foreign Legion: 

A-F (10 1 start) 
Eve Arilen: Sc-F 
ArmstronfT Circle Theatre: 

Dr-L (10'2 start) 
Bachelor Father: Sc-F 

Red Barber's Corner: Sp-L 
Beat the Clock: Q-L 

(last 9/27) 
Jack Benny: C-F 

Folly Bergen: V-L 

(9/21 start) 
♦Big Record: iMu-L 

Blondie: Sc-F 

(last 9/27) 
Bold Journey: A-F 
Pat Boone: Va-L 

(10/3 start) 
Jim Bowie: W-F 
Bowling Stars: Sp-L 

(9/22 start) 
Broken Arrow: W-F 

Burns & Allen: Sc-F 

The Californians: \V-F 
Cavalcade of Sports: Sp-L 
* Chevy Show: Va-L 

(10/20 start) 
Cheyenne: W-F 
Circus Boy: A-F 
♦Rosemary Cloc 
Climax: Ur-L 
Club Oasis: V-L 

(9/28 start) 
Colt .45: W-F 

(10/18 start) 
♦Perry Como: V-L 



Country Music Jubilee: M-L '8,000 



:y: V-L 



36,500 

43,000 
(alt wks) 

38,500 
(alt wks) 
3,000 

18,000 

65,000 

47,000 

100,000 

37.500 

8,500 
45,000 

32,000 



37,500 
45,000 
1 50,000 



42,000 
59,000 
58,000 



SPONSORS AND AGENCIES 



Court of Last Resort: Dr-F 

(10/4 start) 
Crossroads: Dr-F 

(last 10/11) 
Bob Cummings Show: Sc-F 

John Daly News: N-L&F 
Date With the Angels: Sc-F 
Jimmy Dean: Mu-L 

(last 9/14) 
December Bride: Sc-F 

(10/7 start) 
Destiny : A-F 

(last 9/27) 
Dick And The Duchess: Sc-F 

(9/28 start) 
Disneyland: M-F 

Dragnet: My-F 

Wyatt Earp: W-F 

Doug Edwards News: N-L&F 

Father Knows Best: Sc-F 
♦Eddie Fisher: V-L 
(10/1 btart) 



28,000 
31,000 
36,000 

6,000tt 
38,000 
20,000 

29,500 

13,000 

33,500 

75,000 

35,000 
30,000 
9,500tt 



Alcoa, FSR; alt Goodyear, Y&R 

S. C. Johnson, Needham, Louis & 
Brorby; Pharmacraf t, )WT; Grey- 
hound, Grey 

P. Lorillard, L&N 



Amer Tobacco, BBDO 

State Farm Ins, NLB 

Hazel Bishop, Spector; alt wk open 

Amer Tobacco, BBDO 

Max Factor, DDB 



Oldsmobile, Brother; Pillsbury, Bur- 
nett; alt Armour, FC&B; Kellogg, 
Burnett 

Nestle, B. Houston; Toni, Tatham- 

Laird, C. E. Frank 
Ralston Purina, GBB 
Chevrolet, Campbell-Ewald 



Miles. Wade; Asso Products (last 9/ 

24) Grey; Ralston Purina (10/1 

start) Gardner 
Carnation, Wasey; Goodrich (last 9/ 

23) BBDO; Gen Mills (10 7 start) 

BBDO 
Singer Sewing, Y&R 
Gillette, Maxon 



Chevrolet, Camp-Ewald 



Lever Bros, )WT 
Chrysler, Mc-E 
L&M, Mc-E 

Campbell, BBDO 



Kimberly-Clark, FCB; Noxzema, SS 
C&B; RCA & Whirlpool, K&E; Sun- 
beam, Perrin-Paus; Amer Dairy, 
Campbell-Mithun; Knomark, Mogul 

Williamson-Dickie, Evans and Assoc. 
(alt wks 8:30-9); co-op 8-8:30 

Lorillard, L&N 



Chevrolet, Camp-Ewald 

R. ). Reynolds, Esty; alt Chesebrough- 

Ponds, Mc-E 
National Carbon, Esty; 3 days open 
Plymouth, Grant 
H. Bishop, Spector 

Gen Foods, B&B 

Gen Foods, B&B; Ford, )WT 



Derby, Mc-E; Gen Mills, Tatham- 
Laird: DFS; Gen Foods, Y&R; Rey- 
nolds Metals, Buchanan: Frank 
L&M, DFS; Schick, B&B 
Gen Mills, DFS; P&G, Compton 
Whitehall, Bates; Brown & Wmson, 

Bates; Hazel Bishop, Spector 
Scott Paper, )WT 
L&M, Mc-E 



PROGRAM 



SPONSORS AND AGENCIES 



Tennessee Ernie Ford Show: 

Va-L 
G.E. Theatre: Dr-F 
♦George Gobel: V-L 

Godfrey's Scouts: V-L 
Gunsmoke: W-F 

Harbourmaster: A-F 
Have Gun, Will Travel: W-F 
Hitchcock Presents: My-F 
Robin Hood: A-F 

I Love Lucy: Sc-F 

I've Got a Secret: Q-L 
♦Kraft Tv Theatre: Dr-L 
Lassie: A-F 

Leave It To Beaver: Sc-F 

(10/4 start) 
♦Life of Riley: Sc-F 
Line-up: My-F 

(9/27 start) 
M Squad: My-F 

Gisele MacKenzie: X L 

(9/28 start) 
Perry Mason: My-F 

Maverick: W-F 

The Real McCoys: Sc-F 

(10/3 start) 
Meet McGraw: MyA-F 
Meet the Press: I-L 
Millionaire: Dr-F 
Guy Mitchell: MuV-L 

(10/7 start) 
Moment of Decision: Dr-F 

(last 9/25) 
Mr. Adams & Eve: Sc-F 
Patrice Munsel: MuV-L 

(10/18 start) 
Name that Tune: Q-L 
Navy Log: Dr-F 

NBC News: N-L 

Original Amateur Hour: V-L 
O.S.S.: A-F 
Pantomime Quiz: Q-L 

(last 9/7) 
People Are Funny: M-F 
People's Choice: Sc-F 

Person To Person: I-L 

(9/13 start) 
Playhouse 90: Dr-L&F 

♦Price Is Right: Q-L 
Restless Gun: W-F 
Richard Diamond: MyA-F 

(last 9/30) 
Rin Tin Tin: A-F 
Saber of London: My-F 
Sally: Sc-F 

Schlitz Playhouse: Dr-F 
Phil Silvers Show: Sc-F 
Sgt. Preston: A-F . 
Frank Sinatra: V-F 

(10/18 start) 
$64,000 Challenge: Q-L 
$64,000 Question: Q-L 
Red Skelton: CV-L&F 

(10/1 start) 
Spotlight Playhouse: A-F 

(last 9/24) 



38,000 

47,000 
115,000 
(alt wks) 
32,000 
38,000 

38,000 
33,000 
36,000 
26,500 



24,000 
50,000 
34,000 
46,000 



31,000 
46,000 



33,000 
7,500 
34,000 
38,000 



9,500tt 
23,000 
28,750 



21,500 
37,500 
13,500 

36,000 
28,500 
41,500 

38,000 
42,000 
32,000 
67,500 

35,000 
39,000 
52,000 



Gen Elect, BBDO 
RCA & Whirlpool, K&E 



Lever, JWT 



Y&R 

R. ). Reynolds, Esty: 
Whitehall, Bates; al 
Bristol-Myers, Y&R 
Johnson & Johnson, Y&R; WildrosI 
BBDO 

Gold Seal, Campbell-Mithun; 

Sheaffer, Seeds 
R. J. Reynolds, Esty 
Kraft, JWT 

Campbell Soup, BBDO 
Remington Rand, Compton; alt 
open 

Lever Bros, BBDO 
P&G, Y&R; Brown 
Bates 



& Williamson, 



Amer Tobacco, SSC&B; 
Eversharp, B&B; alt Scott, JWT 



P&G, Benton & Bowles 
Colgate, Bates 

Max Factor, Anderson-McConnell 



Buick, Kudner; Frigidaire, Kudner 

Kellogg, Burnett; Whitehall, Bates 
Amer Tobacco (last 10 9) SSCB; U.S. 

Rubber; F. D. Richards 
Ronson, NC&K; Glidden, Meldrum • 

Fewsmith 
H. Bishop, Spector 
Mennen, Mc-E 



R. ). Reynolds, Esty; Toni, North 
Borden, Y&R; P&G (last 9/26) Y&d 

Amer Home Products (10/3 start!, 

Y&R 

Amer Oil, J. Katz; Hamm, Camp- 
Mithun, alt Time-Life, Y&R 

Amer Gas, L&N; Bristol-Myers. BBDO; 
Philip Morris, Burnett; Kimberly- 
Clark, FC&B; Allstate, Burnett 

Speidel, K&E; alt wk open 

Warner-Lambert, SSC&B; alt sust 

Gen Foods, B&B 

Nabisco, K&E 
Sterling Drug, DFS 

Chemstrand^ DD&B; alt Royal Type- 



, Y&R 



Schlitz,. JWT 
P&G, Burnett; R. J. Reynolds, Esty 
Quaker Oats, WBT 
Chesterfield, Mc-E 

P. Lorillard, Y&R; Revlon, BBDO 
Revlon, BBDO 

Pet Milk, Gardner; alt S. C. Johnson, 
FCB 

Pet Milk, Gardner; alt S. C. Johnson; 



*CoIor show, (L) Live, (F) Film, ttCost is per segment. List does not iaelude 
sustainLng, partieipating or co-op pro-ams — see chart. Costs refer to average show 
costs including tilent and production. They are gross (include 15% agency com- 
mission). They do not include commercials or time charges. This list covers period 



28 September-25 October. Program tj-pes are indicated as follows: (A) Adve 
(Au) Audience Participation, (C) Comedy, (D) Documentary, (Dr) Drarai 
Interview, (J) Juvenile, (M) Misc., (Mu) Music, (My) Mystery, (N) Xews. 
Quia, (S) Serial, (Se) Situation Comedy, (Sp) Sports, (V) Variety, (W) Western. 



Listing continues on page 40 
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BOTH 

every month 



. . . in one detailed report from 
doorbell-rin^ittf: ittterrietcs. Tf corer- 
nge of the I'. S., of tin paralleled sta- 
tistical accuracy: 
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3. NIGHTTIME 



C O 



P A 



SUNDAY 

ABC CBS NBC 


MONDAY 

ABC CBS NBC 


TUESDAY 

ABC CBS NBC 






Beat ^The Clock 


Meet The Press 


















You Are There 
(L ltt/13» 
20th Century 

Prudential 


My Friend Flick 

Pinocchio 

(10/13. 0:30-7:30 




D Edwards 












Ronson 


D Edwards 

Wiltehall 




You Asked for U 




Original 
Amateur Hour 

11 Bishop 


Sports Focus 


No net service 
D Edwards 




Sports Focus 


No net service 
D Edwards 

Whitehall 




Sport 


lohn Daly New 


RonTon 


lohn Daly News 


(9/10*S) 


lohn [ 


Maverick 

1 (7;30S:30) 


Bachelor Father 
alt 

lack Benny 

Amer Tobacco 




Wire Service 
R J. Reynolds 

(I. 9/30) 


Robin Hood 

alt Wlldroot 


Price Is Right 


Cheyenne 

7:30-8-30) 


Name That Tune 
\> e a 1 alt 


Nat King Cole 

co-op 


'7':3 


1 KafserjUura. 


Ed Sullivan 

Lincoln (1-9/29) 
alt Mercury 
alt Kodak (10/6 S) 


S. C.^ Johnson 
Pharma. Grejhoun 


Guy Mitchell 

(10/7 S) 
Max Factor 


Burns & Allen 

Carnation alt 
(L 9/23) Goodrich 
Gen Mills (10/7 S) 


Restless Gun 

Wam-Lambert 


Sugarfoot 

(alt wks 7:30-8 .30) 

Xtl Carbon 


Phil Silvers 

I'&G 

R. J. Reynolds 


George Gobel 

(alt wks. 8-9) 


"S, 

Ger. 


Bowling Stars 

Am Marhlne 


The Edsel Show 


Steve Allen 


Bold Journey 


Talent Scouts 

alt Tonl 


Wells Fargo 

alt Bulck 


Wyatt Earp 

alt P&G 


Eve Arden 


Eddie Fisher 

(10/l'p) 
L&M 


Ter 

(10/16 S 


Open Hearing 

(9/29 S) 


C. E. Theatre 

Prcn Electric 
DuPont Show 

^9 10:30. 9/29) 
Du Pont 


Tv Playhouse 

Chevy Show 

(9-10) (10/20 R) 


Voice of 
Firestone 


Whiting Girls 

a J 9/30) 
Danny Thomas 

'(10/7 S) 




Broken Arrow 

Rals-Purlna 
all Miles 


To Tell The 
Truth 
Phannaceullcali 


Meet McGraw 
P&G 


Ozzie 1 


Midwestern 
Hayride 


Hitchcock 
Theatre 

lirlsloI-Myers 


Chevy Show 

Bob Hope Show 

(10/6. 9-10) 


Welk Top Tunes 
New Talent 

r>HlBe-Plymouth 
(9:30-10.30) 


Richard Diamond, 

(I.. 9/30) 
December Bride 

(10/7 S) 
Gen Foods 


Alcoa-Goodyear 
Anthology 

Goodyear 


Telephone Time 
Bell 


— TpoHighr Play 

(L9/24) 
Red Skelton 

(10/1 S) Pel Milk 
alt S. C. Johnson 


Bob Cummings 

Rej-nolds 
all Chese-Ponds 


'^Da 

(Ford 


All-American 
Football 


$64,000 
Challenge 
Uevlon alt 
P. Lorlllard 


The Web 

I'&G (L,9/29) 
Loretta Young 

r&G (in/6S) 


Welk Top Tunes 


Studio One 

Wesllnghouse 
(10-11) 


^(9/30 S)" 
(10-11) 


It's Polka Time 

co-op (L 9/24) 
West Point 

(10/8 S) Phillips- 
Jones. Carter 


$64,000 


The Californians 


Wed 
Fi 

(10- 




What's My Line 

alt H Cxjrtls 


75th Anniversary 

(10/13; n-10-30i 
Standard Oil 




Studio One 


Ford 
Philip Morris 


World News 

(U)'^ 10:30) 
(10/1 only) 
Ntl Carbon 


Assignment 
Foreign Legion 

(10/1 S) 
Lorillard 


No net service 





Index continued... Sponsored Nighttime Network Programs 6-11 p.m. 



PROGRAM 


COST 


SPONSORS AND AGENCIES 


PROGRAM 


COST 


SPONSORS AND AGENC 


Studio One: Dr-L 


55,000 


Westinghouse, Mc-E 


To Tell The Truth: Q-L 


22,000 


Pharmaceuticals, Parkson 




40,000 
0/2 hr.) 


Amer Chicle, Bates; National Carbon 
(101, 15, 29» Esty 


Tombstone Territory: W-F 


42,500 


Bristol-Myers, Y&R 


Sugarfoot: W-F 


(10/16 start) 






Ed Sullivan Show: V-L 


79,500 


Lincoln (last 9'29) K&E; Mercury, 


*TV Playhouse: Dr-L 


52,000 


Alcoa, Y&R; Goodyear, Fuller, '. 




K&E; alt (10 6 start) Kodak, |WT. 


(last 9/29) 




& Ross 


Sunday News Special: N-L 


9,500 


(10 13 only— Edsel, FCB) 
Whitehall, Bates: alt Carter Prod- 
ucts, Bates 


Track down: A-F 
(10/4 start) 


33,500 


Amer Tobacco, BBDO; alt S< 
Mobil Oil, Compton 


Suspicion: My-L&F 


79,500 


Ford, |WT; Philip Morris, Ayer; Vi 


20th Century: D-F 


45,000 


Prudential, Reach McClinton 


(9/30 start) 




hr alt wk open 


(10/20 start) 






Tales of Wells Fargo: W-F 


38,500 


Amer Tobacco, SSC&B; alt Buick, 


20th Century Fox: Dr-F 


110,000 


Revlon, C. ). LaRoche 






(last 9/25) 






Telephone Time: Dr-F 


31,000 


Bell, Ayer 


Twenty-One: Q-L 
Undercurrent: Dr-F 


30,000 


Pharmaceuticals, Parkson 


Theatre Time: Dr-F 


12,000 


Armour, FCB; Kimberly-Clark, FCB 


11,500 


P&G, Y&R; Brown & Wm'son, 1 


The Thin Man: My-F 


36,000 


Colgate-Palmolive, Bates 


(last 9/27) 






This Is Your Life: D-L 


52,000 


P&G, B&B 


U.S. Steel Hour: Dr-L 


60,000 


U.S. Steel, BBDO 


Danny Thomas: Sc-F 


47,500 


Gen Foods, B&B 


Voice of Firestone: Mu-L 


28,000 


Firestone, Sweeney & James 


(10/7 start) 






Wagon Train: W-F 


25,000 


Drackett, Y&R; Lewis-Howe, 


Those Whiting Girls: Sc-F 


1 1 ,000 


Gen Foods, Y&R; alt Max Factor, An- 




Vi hr. 


Vi hr ea wk open 


(last 9/30) 




derson-McConnell 


Mike Wallace: 1-L 


1 5,000 


Philip Morris, Ayer 


•Tic Tac Dough: Q-L 


23,500 


Warner-Lambert, Lennen & Newell; 


The Web: My-F 


17,000 


P&G, B&B 




RCA. K&E 


(last 9 '29) 






Gale Storm Show: Sc-F 


39,500 


Nestle, B. Houston; Helene Curtis. 
F H. Weiss 


Wednesday Fights: Sp-L 


45,000 


Mennen, Mc-E; Miles, Wade 
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|\ G R A P H 28 SEPT. - 25 OCT. 



NESDAY 

i NBC 


THURSDAY 

ABC CBS NBC 


FRIDAY 

ABC CBS NBC 


SATURDAY 

ABC CBS NBC 


Sfvica 




























0 Edwards 


News 




D Edwards 
• It 11 nifh^. 


News 








"7 irds 




Sporls Focus 






Sports focus 


^0 net service 
0 Edwards 
• II 11 niil. p 


News 






News 


)ohn Daly News 


0 Edwards 


lohn Daly News 




WjRon Train 


Circus Boy 


Sgt. Preston 


Tic Tac Dough 
Warn I-unlicrt 


Beal The Clock , , 
Rm Tin Tin , 

.N.bljro Leave ll To s°" 


Banditand Perry Mason p„p|, Ar. 
Sat^Nighl j.^,'!.,'., ^"""f 




nr..k.Mt. 


Cowlown Rodeo 


Harbourmaster 


You Bet Your 
Life 
DfSoto lit 
Tom 


Jim Bowie " 
Mncr (lilcle 


Wesl Point 
ID is' Am Tirlia/- 


Blondie 
Court Of Last 

in 1 S ly.rlllar 1 


Country Music p^,,^ ^avon 
lubilec i'um • 1 


Perry Como 

KlDberleT'Cl^rk 
KCA * WTilrlp^l 
untx^fo. Sojimt 
Amrr luirr 




Father Knows 
Best 


The Real McCoys 

(in 3 start) 


Oiry.lfr 

(8:30 9:30) 


^ ^^Oragnet 


Crossroads 

(Cher II, III 11) 
Patrice MunscI 
(10 IS S) murk. 
PrlKlclalri. 


Zane" Crcy ' Life of Riley 

(in 1 Si Cm 1-''"^ Br n 

h-D-.ls •It l-ITT.l 


r,,..nwv u.i.ir D'c'< And The 




Kraft Theatre 

Kr.fl (910) 


Theatre Time 
Armmir all Kim 




People's Choice 

Itonirn alt 
Amer Home ITo.1 


Frank Sinatra 
(10 IS S) 
rheslerflelil 
1 1. on, 


M Squad 

^r. Adams & Eve A T.A.^r aii 111 h 
Colr^te •It Cosmic Rays 
n J nernoldi (in 2:,. o iDi 

liell Tt.let.ti ,ne 


Polly Bergen 

Lawrence Welk Cile Storm ' 

rg'i'n' ne^^l"cCrti, *^l''.^°fi\l 




Kraft Theatre 


^O.S.S. 


Playhouse 90 


The Ford Show 

Hall of Fame 

no 17. 9:30-11) 
Hallmark 


A Date With 
The Angels 

Pljmouth 


Schlitz 
Playhouse 


The Thin Man 


L/iwrcnce Welt Uhlieh^ll i>,r.Mrp 


' el Hr 


This Is 
Your Life 
P&G 


V. S. Rubber 


Playhouse 90 
Philip Morris ' 

Briitol Jfycr. 


osemary Clooney 


The Big Beat 

Colt .45 

(10/lS S) 
rampbell 


Undercurrent 

(L9 ■•«) 
^The^Lincu^p 

Ilrmvn St W'm^nn 


Cavalcade of 


Country Music 

'"Mii" Wallace 
(9 11 SI 


Whafs It For 
Cunsmokc to i: si Iliir • 

Sr«TrT n^nd no '..10 11 




No net service 




Playhouse 90 
Klmb Clark 

.\ll5iate 


Jane Wyman 
alt Quaker 




erson To Person 
& namm 


Red Barber 




Playhouse of 
Mystery 


Vour Hit Parade 
Amer TTh^cTO 
• It Tfl 



PROGRAM 

Welk: Mu-L 
elk Top Tunes: V-L 
est Point: Dr-F 

hat's It For: M L 

(10 12 start) 

hat's M) Line: Q-L 

alter Winchell File: Dr-F 
(10 2 start) 
mathan Winters: C-L 
ire Service: Dr-F 
ine Wyman: Dr-F 

ou Are There: Dr-F 

(last 10/13) 
ou Asked For It: M-F 
oil Bet Your Life: Q-L 
orctta Young: Dr-F 

(10,6 start) 

Vour Hit Parade: Mu-L 
ane Grey Theatre: A-F 

(10/4 start) 
jrro: A-F 

(10 '10 start) 



SPONSORS 



ND AGENCIES 



14,500 Dodge, Grant 

19,000 Dodge & Plymouth, Grant 

40,000 Gen Foods Mast 9 271 B&B; Phillips- 

Jones (10 8 start) Grey; Carter 
no 8 start) SSCB 

25,000 Pharmaceuticals, Parkson 

29,500 Helcne Curtis, Ludgin: Sperry-Rand 

42,000 Rcvlon, BBDO 

12,500 Lewis-Howe, OFS 
77,000 R. ). Reynolds, Wm Esty; hr open 

36,500 H. Bishop, Spector; Quaker Oats, 

NL&B 

37,000 Prudential, Reach, McCtinton 

18.000 Skippy Peanut Butter. GBB 

51,750 OeSoto, BBOO; Toni, North 

42,000 P&G, B&B 

49,000 Amer Tobacco, BBDO; alt Toni. North 

45,000 Gen Foods, B&B; Ford, JWT 

45,500 AC Spark Plug, Brother; 7-Up, |WT 



Specials and Spectaculars 



PROGRAM 



SPONSORS AND AGENCIES 



•Dupont >hnw of the Month: 
N-L 

Edsel Shou: \ L 
Mialltiiark Hall of Fame: 
\-L 

Rol) Hope >how: CV-L 
•Dean Marttti Show: V-L 
Omtitbii*: M-I. 

Pinocrhio: Mtt L 
•75th Anniversary- Show; 
V-L 

See It .Now: D F 
•Strange Case of Cosmtr 

Ravs; Dr F 
Wiile. N^i.le World: .M-L 

•\^nrld >eries Special: 
Sp-I.&F 



DuPont, BBDO— 9 29 



S550,000t Edsel, FC&B— 10 13 



S225,000 
SI 20,000 

S220,000 
S750.000 

SI ,200,000 
S210.000 



Hallmark FC&B— 10 17 

Timcx, Peck— 10 6 
National Cart>on, Esty — 10 5 

Union Carbide. | M Mathes: Alum 

num Ltd.. JWT 
Retail. BBDO— 10 13 
Standard Oil. Mc-E— 10 13 



Gen Motors; McM J&A— 9 29. 10 13. 
10 27 

National Carbon. Esly— 10 1 
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DAYTIME 



C O 



P A 



SUNDAY 

ABC CBS NBC 


MONDAY 

ABC CBS NBC 


TUESDAY 

ABC CBS NBC 






Lamp Unto My 
Feet 






Carry Moore 
Campbell Soup 

(L 9/30) 
Lever Bros alt 
(10/7 S) Campbell 


Arlene Francis 
Sterling (9/23 S) 




Garry Moore 

(9/10 S) Gen Food 
Florida Cltru! 
alt Vick Chem 


sust alt 
(9/17 S) Sterling 






Look Up 0 Live 






Arthur Godfrey 
Stand Brandt 
Stand Brandt 






Arthur Godfrey 

Peter Paul 
(10/8 S) alt sust 








UN In Action 






Brlstol-Myert 


Price Is Right 

Lanolin Plus 
(10/14 S) Mentho 




Pbarmacraft 
( 10/1 S) alt sust 
Gen Food! 
alt (10/8 S) 
Peter Paul 


Price Is Right 

(9/17 S) Sterling 
Chese-Ponds 
alt sust 






Camera Three 






Strike It Rich 
Colgate 


Truth or 
Consequences 

(9/23 S) Sterling 




Strike It Rich 


^ Truth or 






Let's Take Trip 






Hotel 
Cosmopolitan 


Tic Tac Dough 

P&G alt 
Church & Dvright 
Tonl alt P&G 




Hotel 
Cosmopolitan 


Tic Tac Dough 
P&G 




Love of Life 


Love of Life 
Xiner Home Prod 




Wild Bill Hickok 
Kellogg 






Tomorrow 


It Could Be You 
(10/7 S) Phanna 
sust alt P&G 




Tomorrow 


It Could Be Yoi 
Chcse -Ponds 

alt P&G 




Guiding Light 

r&G 


Guiding Light 
P&Q 




Heckle & Jeckle 






News and Stand 
Up & Be Counted 

(L 9/2) 
News (1:25-1:30) 
(9/9 S) sust 


Close-Up 




News and Stand 
Up Cr Be Counted 

(L 9/3) 

(1:25-1:30) sust 


Close-Up 






No net service 
Football Preview 

(9/29 S) 
Carter alt sust 


Frontiers of 

sust 




As the World 
lilt' 


Club 60 

(title change 9/23) 
Howard Miller 




As the World 

Tick Chem 


Howard Miller 






Pro^-Football 


No net service 




Our Miss Brooks 

(L 9/i) 
Beat The Clock 

(9/16 S) 


Howard Miller 




Brooks (L 9/19) 
Beat The Clock 

(9/17 S) 
Nestle (9/24 S) 


Howard Miller 






Pabst 
Standard Oil 

Ballantlne 


Wisdom 




Art Linkletter 
Stand Brands 
Campbell Soup 


Bride 0 Groom 

Tonl 




Art Linkletter 
Swift 
alt Toni 
Kellogg 


Bride (7 uroom 

Brillo alt sust 
sust 




Johns Hopkins 
File 7 

(10/6 S) 


Amer Liberty 
Oil 

Fallstaff Brevrtne 
(9/8 S) 


Youth Wants 
To Know 


Bandstand 

(3-4:30) 


Big Payoff 


Matinee 

(3-4) 


^(T-I^so"*^ 

partlc & co-op 




Matinee 
partic 


Banc 

(3- 


Dean^^Pi^e 


Pan Amer Oil 


Look Here 


Bandstand 


Verdict Is Yours 




Bandstand 


Verdict Is Yours 

SvrttT 








(9/29 S) 










Banc 


College News 
Conference 


(See above) 


Wide Wide 
World ^ ^ 

Geo Motors 


American 
Bandstand 


Brighter Day 
P&G 


(10/14 S) Mentho 
Toni alt Brovvn 
& Williamson 


American 
Bandstand 


Brighter Day 
P&G 






Secret Storm 
Amer Home Prod 


Secret Storm 
Amer Home Prod 


Paul Winchell 

(9/29 S) 
Ilaru Mtn 


(See above) 


Omnibus 

(4-5;30. alt wks) 

(10/20 S) 
Union Carbide 
Aluminum Ltd. 


Do You Trust 
Your Wife? 

(9/30 S) 


Edge^l^ight 
Stand Brands 


P&G 


Do You Trust 
Your Wife? 
(10/1 S) 


Edge of Night 

P&G 
Florida Citrus 
alt 

Vick Chemical 


P&G 


Do Yo 
Your 

(18, 


Modern Romance; 


Modern Romances 

Brillo alt 
(9/17 S) Sterling 


College News 

EUSt (L 9/15) 

(9/M ^S) ^Sweet. 
Flav-ll Straw 


Face The Nation 

See It Now 

(10/6 only, 5-6) 


Wide Wide 
World 
alt 
Omnibus 


Mickey Mouse 
Club (L 9/23) 

(9/30 S) Kellogg, 
Sweets Co. 




Comedy Time 
10/17 S) Pharma 


Mickey Mouse 
Club (L 9/24) 
Sir Lancelot 
(10/1 S) Kelloeg 
alt Wander Co. 




Comedy Time 
Chese-Ponds 


Mim^ 

Club ( 
Wild Bi 

(10/2 S 
alt Sw 


Open Hearing 
sust (L 9/15) 
Lone Ranger 
(9/22 S) 
Uen Mllis 


World News 
Round-Up 


Outlook 


Mickey Mouse 
Club 

(9/30 S) 
H co-op 






Mickey^Mouse 
(10/1 S) 






C 

(10/ 

tit Ge 



KOW TO USE SPONSOR'S 
NETWORK TELEVISION 
COMPARAGRAPH & INDEX 



The network schedule on this and preceding pages (40, 41) 
includes regularly scheduled programing 28 September to 
25 October, inclusive (with possible exception of changes 
made by the networks after presstime). Irregularly sched- 
uled programs to appear during this period are listed 
as well, with air dates. The only regularly scheduled pro- 
grams not listed are: Tonight, NBC, 11:15 p.m. -1:00 
42 



^ Q 1^ A P H 28 SEPT. - 25 OCT. 





:iNESDAY 


THURSDAY 


FRIDAY 




SATURDAY 






NBC 


ABC 


CBS 


NBC 


ABC 


CBS 


NBC 


ABC 


CBS 


NBC 




lort 

1»1 


Arlcnc Frjncit 




Carry Moore 






Cjrry Moore 
r-.rn Ml li lit 
Hunihlne Dlic 

Sun.l 1 ,o 'ill-- 






Cjdi tfinnjroo 
lAjUn 1 « 
1 r • .1 


Howdy Doodr 
Omtlwniil 

B«.»u Ob 




<ifr«r 


Treasure Hunt 




Arthur Codfrey 

(!(n 1m»Ii 
Armour ,9 20 S) 


Treasure Hunt 




Ixner 


Treasure Hunt 




Muhl^y Moui« 
''""*" 


H^rr <!"'<>> 






Price Is Right 
0»n F,».It lit 
(0 IS H) St«rlli»: 

0/1 S H) 111 SOS 




Ctn K.»xli 


Price Is Right 
Minn. Mlnlnc 




Yirdler III 

n»r|.li 1 Itrui 

.1.''; ; k'1'l'..n, 


Price li Right 




Suian-t Show 


i t Itof Un 




Rich 


Consequences 
Urer 




Strike It Rich 
Colette 


Truth or 
Consequences 

Alberto CulTer 




Strike It Rich 
CoU.ie 


Consequences 




li t A Hit 
Pljyhouvc 


Cjpt Gallant 
ll.ln^ 






Tic Tjc Dough 
Ira llmno (L S 21) 




Hotel 
Cosmopolitan 


Tic Tac Dough 
Kr^ft 
Mlnneiot^ .Mining 




Hotel 
Cosmopolitan 
1 t 111 H«ift 


Tic Tjc Douijh 




BiK Top 
1. 1 1. 1/ 1 
Jimmy Dean 


True Story 




.ife 
rtod 


Dracktlt (9 11 S) 
PAD 




Love of Life 
Amtr nome ITod 


• It PAO 




Love of Life 
Mnir II.Hne ITod 


~PAd~ 




. V. »' . 


lor 
» w 
« 


It Could Be You 
•It Armour 




Search tor 
Tomorrow 
PAD 


It Could Be You 
Alberto CulTcr 
•It Mllet 




Vomo'lriw 


It Could Be You 






Detective Diary 




ighf 


Brown & Wmson 
»lt Com ProJ 




Guiding Light 
PAO 


PAO •It 




Guiding Light 


~lAO 
ilt Corn I'rwJ 










Stand 


Close-Up 




^Jews and Stand 
Jp & Be Counted 

News 


Close-Up 




News and Stand 
Up Cr Be Counted 
(L 9 i;) 
News 
(1-25 I 30) tutt) 


Close-Up 




Lone Rjn^cr 






orld 


Howard Miller 




As the World 
PAO 


Howard Miller 




As the World 
Turns 
PAO 


Howard Miller 




No net service 
Dizzy Dejn 


No ntt »€rvict 










Pllljbury 


















9 11) 
:iock 

16 S) 


Howard Miller 




nro.*s (L 9 12) 
Beat The Clock 

Sunshine Ttlicult 


Howard Miller 




nrn.*s L 0 13) 
Beat The Clock 
O. Ml alt Berber 
Sunshine lllscult 






BascbjII Oame 
Fi stir n'f«tnt 


Leo Durocher'i 
Woild Scrtci — 




pfter 


Bride & Croom 
9, 11 S) Drackclt 




Art Linkletter 
Kcllote 


Bride & Croom 
Minn. Mining 
•It jiiJt 

I CulTer (lO/lOf!) 

II Mllps (10/17 S) 




Art Linkletter 

'swift Z7 


Bride & Croom 
10 11 S Menthr 
9,20 S) I.r^-^keil 




BjsebjII 

Philip j'ottU 


Baseball ^ 

10 1 f> 




o(t 


Matinee 


American 
Bandstand 

^•rtle & co-op 


Big Payoff 




Bandstand 

(3 1:30) 


Big Payoff 
Colgiie 


p';i'r 


1 1* «. 


i 


IS S) 


Matinee 


American 
Bandstand 


Verdict Is Yours 


Matinee 


American 
Bandstand 


Verdict Is Yours 


j Mjtince 






It Djy 
U 


Jueen for a Day 
(9/25 S) P & T 
•It Cbrn rrod 


American 


Brighter Day 
PAG 


Jueen for a Day 
su!t *n 




Brighter Day 
PAO 


Queen for j Day 


All-Stjr Golf 


If •v-. 


NCAA Football 




Bandstand 


Secret Storm 
Amer Ilome Prod 


Minn. Mining 
Miles »lt 


Bandstand 


Secret Storm 
.*mer Home Prod 


Kmcr n-me Prni 
1 •It Cam Prnl 


1 12 S 




NfAA Foolfaall .. 


r 


'light 


rfzc, 


Do You Trust 


Edge of Night 
PAO 
Plllsbury 


PAO 


Do You Trust 
Your Wife? 


Edge of Night 

PAO 


PAO 


Miller lire, ne 






I 


rtodern Romances 
Oom Proil •It 


Your Wife? 
(10 3 S) 


vAodern Romances 
Kr^ft 


(in 1 S) 
KIrest.xie 


riorlila Cllrui 
• It 


ivtodern Romancei 
flerllrg Dror ilt 

Corn Prod 




No net service 






Sterling Drug 








VlHc Chem 








\ 




Comedy Time 

SOS 


Mickey Mouse 
Club (L 9 26) 

Woody 
Woodpecker 
(10/3 S) Kellocs 




ComeHv Time 
Kriri 

Miles 


Mickey Mouse 
Club I. 9 2:) 
The Buccaneers 
in 1 SI Kell es. 
sheets 




Comedy Time 

firn rr.^» •!! 
10 11 S) Mrtitho 






MCAA Football 

Iff » £■ 

- i ni r 






Mickey Mouse 
Club 
(10 3 S) 
^rli-Ntyers. Pills 






Mickey Mouse 
Club 

10 i SI 








No net service 


Football 
Scoreboard 



a.m., Monday-Friday, participating sponsorship; Sunday 
iVeus Special, CBS, Sunday, 11-11:15 p.m.. sponsored by 
\^liitehall alt Carter Products; Today, NBC, 7:00-9:00 a.m., 
Monday-Friday, participating; The Jimmy Dean Show, CBS, 
7:00-7:45 a.m., Monday-Friday, participating; Captain 
Kangaroo, CBS, 8:00-8:45 a.m., Monday-Friday, 9:30- 
10:00 a.m., Saturday, participating: Aeiis, CBS. 7:45-8:00 
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a.m. and 8:45-9:00 a.m.. Monday-Friday. 

All times are Eastern Daylight. Participating sponsors 
are not listed because in many cases they fluctuate. 

\^ orld Series, on \HC. starts 12: k5 p.m. local time. 
Schedule: 2 .3 Oclibei. .New York: 5-6-7 October. Milwau- 
kee: 9-10 OctoL r. New York. Xote: Milwaukee goe- ofl 
da\ light time 29 ^^ptembor. New York on 27 October. 




78 markets snapped up in first 
six weeks! Coca-Cola in Atlanta! 
NBC 0-&-0 in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, "the best ever 
to do the role." See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 




Television Programs of America, Inc. 
488 Madison Ave.. N. Y. 22 • PLaza 5-2100 



BURGERMEISTER 

{Continued from page 33) 

be illustrated by a single day. 9 Octo- 
ber 1955, known as Burgie's "Wild 
Sunday:" 

"The Rains were playing in De- 
troit," he recalls, "and the 49ers were 
playing the Rears in Chicago. Each 
club wanted its game televised to the 
home fans, and both games started at 
the same time. The games were being 
released over the ARCTV western net- 
work. In addition, the 49er-Rear game 
was being released nationally by ABC 
as their game of the week. 

"We resolved this problem by using 
the ABC national picture only on the 
Chicago game and purchased separate 
telephone lines for a separate audio 
origination by our own sportscaster. 
The shared picture on the network 
contract lines and our separate audio 
were linked up at the Western network 
feed point in Los Angeles for release 
ever)-where in the West except Los 
Angeles. 

"The Detroit game was originated 
by WJBK-Detroit and fed back simul- 
taneously by separate cable and re- 
leased in Los Angeles onlv over 
KABC-TV. 

"Commercials were inserted in the 
two separate games at KABC-TV in 
Los Angeles, and fed into both games 
at the same time. You can imagine the 
complicated cue setups and split-sec- 
ond timing necessary to get the right 
commercials in the right spot at the 
right time." 

This year, however, Burgie does not 
plan to buy football. 

"We always maintained a separate 
budget for football, and each year 
weighed the advantages and disadvan- 
tages of using it," said Mullins. "This 
year, aside from the uneconomical as- 
pects of a regional sponsor buying a 
complicated national package, Burgie's 
new campaign is breaking — with 
emphasis on beer as a product to be 
enjoyed by both men and women. So 
a loss in sports programing isn't im- 
portant to our plans." 

The new tv look will include syndi- 
cated shows and participations. Bur- 
gie co-sponsors Silent Service in six 
markets: San Diego (KFSD-TV). Sac- 
ramento (KCRA-TV). Boise (KIDO- 
TVl. Reno (KOLO-TV). Redding 
(KVIP-TV). Phoenix (KUAR-TV). 
Tlie\ also co-sponsor Frontier Doctor 
in Eureka (KIE.M-TV). Highway Pa- 
trol in Chico (KHSL-TV) and Sheriff 
of Cochise in Fresno (KJEO-TV). 



Based on rating studies, Rolle points 
out, these are among the top syndi- 
cated shows in the countr)' and were 
selected on that basis. 

"There's a resurgence of interest in 
popular music," Mullins says, "and the 
top tunes are coming more and more 
from the country field. We recognized 
this long ago and purposely went after 
a country music show. Then, too, peo- 
ple move into Los Angeles at a great 
rate. Many of them miss this sort of 
music and are looking for it." 

Rolle and Mullins found the right 
package this year in Country America, 
a local live music program KABC-TV, 
Los Angeles, especially developed, 
working with client and agency. 

Mullins describes the show as an at- 
tempt to bring dignity to the country 
music field. Top country stars are 
flown in for guest shots, most unusual 
for a local show. Good distributor and 
dealer comment and a rise in ratings 
are encouraging factors, along with an 
award from Shoiv Business magazine. 

Meanwhile, the timid soul of the 
April-August I.D.'s has found a voice. 
He made his re-appearance 1 Septem- 
ber in a new series of I.D.'s in which 
he attempts to deliver the Burgie pitch 
— ostensibly without success. 

Also about to make their appear- 
ance are the spots pegged to fall and 
winter pleasures — fireside, party, 
mountain lodge — rather than beach, 
outing, gardening. Three more are in 
production. Three to four are kept 
running at a time, looped so as not to 
bore the viewer — "the worst thing you 
can possibly do." Rolle says. 

Les Mullins and Lou Rolle consider 
themselves "marketers" rather than 
"advertisers"' with this product. They 
work closely with Burgermeister man- 
agement on maintaining the various 
lifelines in the highly competitive west- 
ern beer market: point-of-sale units in 
taverns and stores, described by Mul- 
lins as Burgie's "life's blood." and 
dealer loyalty to the Burgie brand. 
( Xon-advertised "price" brands are a 
continuing problem and threat in the 
western market.) 

"Beer is not sold by one force 
alone," Mullins points out. "but by do- 
ing everything right." 

Thus, aggressive marketing, pioneer 
radio and tv efforts, aggressive out- 
door are the major factors in reaching 
number two place in the western mar- 
ket, maintained by a spot saturation 
which gave Burgermeister the best 
month in its history. ^ 
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Reports ami eialuates ncit i, trends, 
njiiniom for [dm buyers nr\d sellers 



FILM-SCOPE 



28 SEPTEMBER 

Otyrliht l*J7 
RPONSOn PUBLICATIONS INO. 



(if fcjiliirc liliiin ill I 



plii.i 



l)\ iii)\\ \<)ti call hiiiiiiiKiri/.)- tli<* |>ni.s ninl con 

1) noaiitiriil rosl-iU'r-llmiipiiiiKl, Iml 

2) Soiiirwliat (liihioiis ooiitiiiiiity iiinl spoiihor i<l<-iitirt<':iti<>ii. 

Solutions sonic |)rofrssioiial and sonic on llic ilo-Il-\ oiii self lo\c\ to lidul)lc \o. 2 wrtc 
(•|o|)|)iiii; ii|) ill llie liailc all o\cr this week. Tlic\ lia\c ihi^ in coiiimoii : \ llicnialir 
■:roiipiii<: of the (iliii!*. For c\aiii|)lc: 

AT TIIK rUOKKSSIO.VM. LKVKI.: AM'. .MC.M. Sm-ni Oms and ollirr^ now 
an- uriippiuj: up foaliiri'S I»y ralrfiorirs — instead of scllin;^ llicin strictly lirltcr-skriter a* 
aiitliolojiie*. riuis the Warner I'ackaiie contains six <;roii|)in; 
diaiiui; coiiiedx ; western; and iiuisical. 

AT TIIK STATION LEVKL: Mroadea^lnv are l.epiiinin^ t.. ^oit the 
ciMitiniiity stacks — usually by pcrsoiialilics. One 
lias assembled d<! Hette l)a\ is films for Friday 
in the vieinitx and ran a|)|jear as hostess). 

Docs it ^v^n•k? 

KTTW a ^etcran experliiiciitcr, says yes. It has tried two theiiiatic t;ron|)iii;:^ <d 
the MCM lihrar) — a faiuil\ jirouj) and a star <irou|). The foriner (with such |)irtures 
Dr. Kildaie. Maisie. Andy Hard\ I not tmly sltnnl up to slifT coinpclilioii hut j;(»t a 
full sponsorship frtnn ihc Dr. Ittiss Pel Food Co. 

The star <:ronp — consisting; of Wallace Beer} films- i- considered an audience and ( oni- 
iiiereial success in the Sunday 6:30 spot. 



iii\ ster\ -horror; ad\ eiiture ; 

cans into neat 
uch stati..ii i^ \VHZ-T\', MoMon. which 
ht showing?. ( coincidentalK the '•tar li\e^ 
Others ha\e Frnd Fhiiii Theatre*, etc 



i\HC-TV Films has a iww (Canadian rc| 
1,1(1. The deal becomes cfTecti\c on Tuesday. 

Frcinantle will pet Boots "ii Saddles (not \ 
other MIC Films series. 



seiilativc — I'rciiKiiitIc of (^aiKi<la. 

released in Canada) in addition to the 



rated lest of tlic uorks — li^e fare, 
n ^vant to read into it came on I u 



(iliiis. renins, and 

•sda\ . IS September. 



The season's first hi; 
jiisl about anylhin<; else 
from 7:30-8:30 p.m. 

As clocked hy Treiidex, it uas a pretty clo?e race figure-wi>c. 

At the subjective level, though. Vi apoii Train scoretl a triiiiiipli: Many in the trad 
liadn't filmed it would show U|) so well as it did. Here is tiie Tieiidev labulatimi: 



Katiiiu; 

Audience share 



1:M) to !{ P.M. 
Di^iicN land Ian \ 

11.7 12.') 
3.-1.1 30.7 



Wapon I rain 

II.!; 



Rating 

Audience share 



H t<. »:.{() r.M. 

DiMicNland r.i- |{r.-..i.l 



16.1 
30.7 



16.3 
32.0 



Wapoii 1 rain 
16.0 
31.1 
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FILM-SCOPE continued . 



Ill tlu' midst of the V. S. controversy over wlirth«'r films are inercliandiscd strong- 
U nioiigli, Molosabiiro Tanahc of Japan, president of Tokyo Tanahe Pharmaceutical 
Co.. Inee/fd into \e\v York with a walloping case history. 

His rirni hoth a drug manufacturer and retailer — s|)onsored Jungle Jim in three cities 
(lok\o, Osaka, and \ago)a) and licked ever)thing, including Superman. 

rroniolion, Tanahe told Screen Gems, played a hig role. His kit (in color) in- 
cluded: hooklels with s) riopses of the episodes; posters in retail outlets; special wrap- 
ping paper advertising the sho\\ ; posters on street cars; signs on truck panels; and 
(•art()on-t>pc fliers. Additionally, he used tie-in cartoon advertisements in newspapers 
au«l sports magazines. 

After thi.<; warm-up. Tanahe will tr\ a similar pitch for his latest — Circus Boy. 



I'rodncers of commercial and industrial films are turning to name cartoonists 
to stir up a«lvertiser interest. 

Latest is Ronald Searle, creator of characters in Punch, who is working on a 
^pecial Slan«lard Oil industrial film to be telecast on the 13 October special over NBC. 



Alongside the upswing in m)stery films (FILM-SCOPE, 14 September, page 50), an- 
otlicr menihcr of the same family is due for a lift — the supernatural mystery. 
Several deals this week highlight the trend in the so-called "horror" field: 

• Screen Gems will produce a tv series called Tales of Frankenstein, with Boris 
KarlofI as host. 

• Hammer Film Productions is readying a half-hour Baron Frankenstein pro- 
gram (this is the same company that made Curse of Frankenstein for Warner Bros.). 

Although horror stuff is as old as the theatre, tv broadcasters got their first real in- 
doctrination in it in March 1956. During the week of March 5 to 11, WOR had King 
Kong on its Million Dollar Movie theatre and got the almost unhelievahle rating 
of 79.7. So now the rush is on. 

What makes a good horror program? Schwerin Research bas poked into this and 
thinks that: 

1) Plots in which ordinary, likahle people get fouled up in supernatural situations 
are best recei\ ed. 

2) Phychopathic characters don't go over very well. 

3 ) For maximum impact, the precise supernatural circumstances should thread 
through the ])lot from start to finish — not sprung as a final surprise. 

4) The supernatural elements should have some connection with reality — even if 
onb the figments of someone's imagination. Yarns which turn out to be mere dreams or 
nightmares apjjarently strike the viewer as too weak or fraudulent. 



FLASHES FROM THE FILM FIELD: C. J. LaRoche dickering on barter deal with 
Time Merchants for Warner Foundations . . . BBD&O reported looking for a syndicated 
show- — |K)ssibl\ for Foremost Dairies . . . B. Gerald Cantor. Robert I. Westheimer, and 
Jack M. Ostrow named to the IVTA hoard of directors . . . Screen Gem's Casey Jones 
series has been sold to the American Dairy Association for alternate-week sponsorship in 
lii markets . . . TPA's commercial department will operate strictly from the N^^est Coast 
. . . ABGs 26 Men makes its N.Y. debut on WABC-TV sponsored by Brylcreeui and 
W liile Owl Cigars. 

Screen Gems Ranch Party sold this week to Gulf States Utilities Corj). for five mar- 
kets: Houston and Beaumont, Texas: Lake Charles, Lafa\ette, and Baton Rouge. La. Ageiic\ 
is l^rwin. Wase\ — R&K. Series now signed for total of 35 markets . . . TPA appoints Charles 
(Joit and Russ Clancy national sales directors with e(|ual responsibility between them. 
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SATURATION 

\ (^t)iiliiiiiril frniii 'M)) 

.-ill lira I ion on oik; >l;ilii.M. llic adili- 
lioiiirl nil (lie iiiaikcl i- fai l.c- 

lou III,- (iisl 10. (><■<• iliail |.<:. 2'^). 

•'Since lailin lias Ix-comr •fa-liimi- 
al'lc' ajiiiin and willi criciil- claiiKninj; 
lor space on llie ImikIu aumi." one 
i'm'iic\ e\eciili\(' lold si'dnso!; "aii\ 
a'.KeriiMT ^^\^n m IknIiiI.-. a> feu as fn c 
.-puis a week i- Ixniiid l<i j;el lo-l in (lie 
-liiidlc. The oiil\ lliinj: llial cniild |)os- 
-\h\\ sa\e liiiii is e\cei)lioiial c()|t\ and 
Ihc lii-riiesl-ialed s|,„i.." 

■"Tile iiilei|)relali()ii of llie word sat- 
iiralioii lias cliaii^ed." iiiaiiilaiiis Nor- 
man I'roiil). head of radio for Kal/.. 
•"It used lo lie 20 or .".() s|)ol- per mar- 
ket per week: now il\ ofleii far moie 
ihaii thai." 

W hal research is l.ehiiid lliis desire 
lo salurale? Jn Oelol.er. lOoO the A. 
C. Xielseii Co. did a survey for Radio 
\d\ erlisiiij: liureau on addiii<r 10 an- 
noiineemeiils lo 20 nniiiiiig on two 
radio stations (one net alldiatc, one in- 
dependent) in a sinizle market. The 
aniioiincenieiits were aired Siindav 
lhronj;h >alnrda\ for a week from o 
a.m. to 11:30 p.m. 

Here were the results: With 20 
spots, \9.V>' '( of the market's families 
were reached with average me^satrcs 



per faiiiil\ of 2. 1. Dul l.\ addiii;; 10 
spots to I. ring the lolal to :>A). 20.2', 
of the maikel-s families w.-n- i.-a. lied 
with 2.() average mes>;iges pei faniih. 
'i hiis the additional 10 aimoiinei-menU 
made it pos-iide to reach :'.2', inon- 
dillerenl families. 

Other lO.'iO si,„|i,.s h\ \ielM-n for 
K \B on the cuiiiiilati\e elfecl of ra.liu 
(and it is radio^ aceiimnlalion power 
that has made saturation the ke\ la.-- 
ticl sliow : ( I ) One spol M-heduled 
.■\er\ half hour will reach \(>' , of the 
radio homes weekh 13 liui.-: (2i 
200 aiiiiouiiceiiK^nts per week on three 
Malioiis reach .i3.3', of the homes 0.0 
limes and in four weeks reach ~ \' , 
homes 10.7 times: 23 aniiouiiee- 

meiils week!) on a single station reach 
2.1.7',' homes 2.5 limes in one week 
and IO.;r; homes 3.S limes in four. 

Px'sides an increase iu fre(pienc\. 
saturation loda\ is also marked, in 
main cases. 1)\ loiiger-lerm Inivs. Cold 
remedies, foi- example, are now re- 
ported lo he lipping their l)U\s from 
13 weeks to 26. The reasons for longer 
hn\s are oh\ ions they hold time po- 
sitions against competition, and it is 
soiiieliiiies easier to get clearances. 

The fre(pieiic\ and duration of sat- 
uration campaigns have heen dis- 
cussed. l)ul what of the various types 



of saluralioii I'aul W ••■ ks. \ i. e pi< - 
ideul of jadio for II I! K<-pi <'-eiilal i\ • - 
outlines the-e \aiialiou-: ( I I ■saliiial. 
• ne s|ali.>ii fi<,in 0 a.m. to 0 p.m. 

Market p( i iiliai ilien are soinetimes 
oNcilooked I ; I 2 I ^aluiale lop Iwo oi 
iliK-e sialioiis: (3 1 (.irciihii sahiia- 
li<Mi: at all hours aionml the < lock ou 
seM ial siatioiis: i I i \ erlical satura- 
tion: deliherale Use of jii^t one "sj,,-- 
ciallv" sialioii I., rea< h a s„iall hut 
clas> sr^iiiieui (,f ihc market: f.")! 
Ilori/.oiilal saluraliou: all llie stations 
aroun.l a market. 

Heeaii-e ladio i> ecoiiomieal. -aliira 
lion is plea^iii- ihe (Tlenl. liecailse it 
is filliug his liiii,- -|,,l>. il ple.iM- ih,- 
slalioiiiiiai). I!ut what of the radio 

\ iews on that scoic; 

".^aluratioii is a douhle edged 
sword." -a\s \lherl 'slu.pard. execu- 
tive \ ice president of the lustiliile for 
Motivational l!esear( li. "W lu ii Aill- 
fulN Used, il can create what ainoniits 
lo a sul.slitule for w ord-of-moulh sup- 
port for a i)ro(lucl. 

••The other side of the Mvord i^ that 
a poor!> executed saturation caiupaiu'ii 
mav hauimcr a s,.||i„j: ^h.^aii s„ hhi- 
laiill\ that it drives the consumer from 
initial perception to selective iiialteii- 
lioii. fiiiallv to actual aiiiiov aiice." ^ 



U H F ^-(l/K£ W£/(N£W/r WOULD) 

^RATES GOOD J 

UNIQUE TEST PROVES 

1. WSUN-TV, only UHF in 3 station market, has large, loyal, audience. 

2. Advertising on WSUN-TV packs solid impact. 

WSUN-TV TAKES TOP RATING 

In Challenge of MGM Premiere on VHF Station 



Lowest Cost Per Thousond 

WSUN-TV 

Channel ^ ^ 

Unduplicotcd ABC in tlie 
Tompo-St. Petersburg Morket. 

Rfpros.ni>d bv VEN'.ARD. RIN 
10UL t< MrCONNELL. INC. 
Sou(hci!ictn JAMFS AYRES. 



Four doys before competing V^HF stotion's MGM 
premiere, WSUN-TV decided to chollcnge Leo ond 
VHF. Competing stotion wos concluding o month- 
long promotion compoign for MGM premiete. 

This wos lorgest television promotion blost e»er 
launched in Tompo-St. Petersburg oreo. VHF sto- 
tion soturoted with newspapers, radio, on-the-oir 
promos, outdoor displays, MGM porodes 

WSUN-TV's decision was to chollenge with 
"Africon Queen" from United Artists package . . . 
ond restrict promotion to Its own television focil- 
ities — onnouncements only, not one cent in od- 
verising, ond only four doys to promote. 



WSUN-TV's purpose was to dromoticolly test 
pulling power of ChonncI 38 pitted ogoinst on all 
medio compoign — o most severe test in view of 
one month of MGM promotion compored to only 
four doys of stotion promos by WSUN-TV. 

August 24, 10:30 PM, WSUN-TV ployed "African 
Queen" heod-on cgoinst "Commond Decision" on 
Station B. Result: WSUN-TV fop rotlng omong 
oil three stotions in ARB Co-incidental Survey. 

ir detoil, 10:30-11:00 PM rotings were: 

WjUN-TV (leod-in from "My Hero") 16.4 

Stotion B I leod-in from "Grond Ole Opry")__16. 
Station C (leod-in from "Burns & Allen") 13.4 



SPONSOR • 28 SEPTK.MBEK 19-5 1 



47 



WTVT "shoots" the atom for i 




A special distinguished service award... for an 
"outstanding contribution in the fight to 
conquer cancer". . .has been conferred on WTVT 
by The American Cancer Society 
for the station's 30-minute 
documentary film, "Search 

A powerful story of the never-ending 
search for a cancer cure, "Search' 
one of the most ambitious public 
service programs ever produced in 
Florida. WTVT cameramen. 
for example, filmed "hot ^ 
radioactive isotopes at Oak Ridge 1 
while producing the picture 

This is another example of how 
WTVT's meaningful community 
service builds loyalt) 
and acceptance for you 



- ST« PETERSBURG 




TAMPA-SL PETERSBURG ranks 34th in retail sales amongmctropolitan markets*, is a must on every moder 
market list! WTVT dominates the Twin Cities of the South, delivers bonus coverage of 239 prospering communities 
* Sales Management Survey of Buying Power, May 1957 
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I'vard-winning cancer film! 




13 OF TOP 25 SHOWS 
IN WTVT* 

.according co new Pulse! And the top 
mulci-wcckly shows are on \VT\T, 6 
? 7 p.m.! ARB proved it in February... 
ulse proves ic now: \VT\T is your cop 
jy in the Twin Cities of the South! 

* Pulse, June, 1957 



I 



+ 





w 



News - from scene to screen in 30 minutes, 

with \VT\T's modern transistor sound-on- 
film equipment plus 37 cameramen-corres- 
pondents throughout Florida Super-swift 
coverage makes \\'T\T news highest- 
rated in the market! 



UMPA- ST. PETERSBURG 
low 10th IN RETAIL SALES 

HR CAPITA (U.S. Department of Commerce) 



CBS Channel 



13 



7 

oi Store 



itiroi 

.'i.handise 



1957 
ranking 


19S6 
ranking 


Amount 


34 


36 


$786,145,000 


39 


44 


161,983,000 


29 


34 


147,698,000 


33 


37 


114,546,000 



(Soles Monogement Survey of luying Power, Moy 1957) 



WTVT 

TAMPA - ST. PETERSBURG 



The WKY Television System, Inc. 
WKY-TV and WKY Oklahoma City 
WSFA-TV Montgomery 

REPRESENTED BY THE KATZ AGENCY 
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SOR ASKS 



How do you write a jingle 1957 style 



Therese M. Macri, copyuriicr, lUuicn, 

Barton, Durslinc & Osborn, \ew York 
W'liat puis ihat tingle in a jingle? 
Win (loos one patler of words set to 
music start thousands of cash registers 
a-jingling while another registers 
nothing but a|)athy? 

The answer mav disappoint \on. It 
rests in that tired n true cliche — crea- 




" maybe even 
a talking 
dog" 



1 

live ingeniiily. That spark may eonie 
from the words, the inusie. a condiina- 
tion of hoth. or a completely neie pres- 
entation — snch as umeiling the first 
parrot e\er to sing a commercial an- 
nonneenienl! I don t think it's beeif 
tried )et — but don't rule it out. And 
after that, majlje e\en a talking dog to 
deli\er your message! The point is: 
let the mind wander — stray — leap! 
Xe\er be bound b\ the iron hand of 
the con\ entional in any area of ) our 
eoncepLion. 

The actual steps in the making of a 
jingle are similar to building any other 
creature of advertising: 

1. Sift hundreds of approaches to 
ferret out the hook — the "nut"' — the 
elusive conclusive selling point. 

2. Translate this "nut" ingeniousl\ 
. . . Ilhe toughest nut to crack!) 

3. Concentrate on just one point— 
where\er possible. 

I. Keep the name of ) our product 
in the h)re. It's surprising how often 
this is \ iolated! The hegiiming of a 
jingle is a good s|)ot so is the end. 
I Frequentl) what comes last is remem- 
bered first — also much middle-singing 
tends to "blur" out of hearing.) 

5. There is no rule as to whether 
the music should be adopted or orig- 



inal. H()\\e\er, in using a familiar 
tune, beware of dangerous associations 
with the original lyrics. (For instance. 
I'd avoid using Gilbert and Sulli\an's 
"Tit \Villow" for a brassiere company 

or "^Iar\ Ann" lo sell a trip to the 
Rockies ! ) 

6. Repeat and repeat and repeat 
and repeat. 1!) the time ) ou. your 
agency, and }our client have just about 
"had it . . . your consumer will begin 
to get it. 

And don'l consider yourself "An 
Enemy of the People" for being father 
to the jingle. They can be fun. spright- 
ly, entertaining — as well as powerful. 
Don't you ever get a lift from mum- 
bling "Pepsi Cola hits the spot . . ."? 

I do! 

Shirley Polykoff Halperin, copy group 
supervisor, Foote, Cone & Belding, New York 
How to write a jingle in 1957? It's not 
very different really from what it ever 
was. except of course, that today 
there's more competition for the lis- 
teners attention than e\er before. To 
be successful these days — and this 
means to be memorable — a jingle must 
be more catch\ in words, tune or both. 
To make any kind of an impression, 
it must have something a little extra in 
itself besides extra money behind it. 
Despite competition, howe\er. a good 
jingle is one of the quickest, easiest 
ways to put over a sales message so I 
guess jingles are here to stay. 

What makes jingle-writing at all dif- 
ferent in 1957 is that many writers are 
following current nmsical trends, i.e. 
cal\pso. progressive jazz, rock and 
roll. Secondly, most of the jingles are 
fresh tunes rather than old music in 
the public domain. Today, the big 
money can hire some of our greatest 
song writers . . . but don't let this dis- 
courage you. Quite a few of the out- 
standing jingle hits running were writ- 
ten by . . . well, lei's call them ama- 



teurs since the\ don t gel paid extra 
for the song. 

IF hat comes first, the tune or the 
phrase? That's a little like the egg-or- 
the-chicken question but as a C()p\- 
writer. I naturally search first for the 
actual words to be used. After the 
words have been appro\ ed. I find that 
w hen 1 repeat the main phrase o\ er 
and over again to ni\self. it 1 egins to 
beat out its own rhythm. And the 
rhythm. 1 think, plajs a big part in 
determining the mood and type of tune 
that will follow. A word of caution 
here: The best way to destroy a night's 
sleep is a repeat the w ords an\ w here 
near bedtime. 

Does one have to know music? ?Sot 
necessarily, though it helps. The head 
of our t\ department is a musician 
while another \ er\ successful w riter of 
jingles in the same department can't 
read music at all. He keeps the keys 
of the office piano taped with nole- 
inarked adhesive. One copywriter 1 
know works with nundjers from one to 
eight to indicate the notes of the scale. 
1 happen lo be able to play the piano. 
Howe\er. if one can train oneself on 
the numbers, a jingle can be worked 
out in the office. There's no belter wa\ 
to sow discord in the home than to 




"he keeps 
the piano 
keys taped'' 



subject the famih to too much "which 
way do you like it belter . . . like this 
. . . la-da-da-da deee? ... or like this 
. . . la-da-da-da-dooo.'' 

Of course, arrangements, vocal and 
orchestral, are almost always done by 
a professional arranger. 
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Jack Fox: Jm^ilf xhimiIuh 




\ ji.Mul I'r,7 st\lr, iMi't or 

ilnmhlii'l lie aii\ (lilTcrt'iit tluiii i\ diir- 
alilf 191.7 model, or a fiiliiramic V)(u 
iiitxifl. Ill m\ Oj)iiiioii, a jiood jiiif;lc 

llifii, now, and tomorrow lia-^ a 
iiu-^^a^f a^ >imj)l(> a< [)os^il)lc, a> ^liort 
a- [)o>-il)lt'. 'I'lu> more copx [loiiit-^ tliat 
;!rt> >([iift'/f(l into it tlic lo^ impact it 
hi\" a> a unit. It doesn't sa\ too imicli. 
and it doosn't take too lonj; to >a\ it. 

\ jiood jiiijilf points out only the 
mo>t important ad\antaj;es the proihiet 
l.oaM.. Imt th.es so -;raphleall> . It i^ 



"too III Itch 
juili^c cnlic' 



iHAcr what perplexed siii<;er> call a 
"mouthfnl,'" isn't clnms\ to sing, or 
diilicult to -let across clearK. Even 
those who ha\e ne\er heard of the 
lirodiut. and who know imthiiifr what- 
soever of its \irtiies, should he ahle 
to understand what they hear the first 
lime they hear it. It follow? iiaturalK 
that the name of the product >hould 
he po?itii)ned hoth hriealK and me- 
lodicalh where it will sing out '"loud 
aixl clear"— e\en though it's said soft 
and low. 

The melod\ should he soundly con- 
structed, nice to listen it whether the 
tempo is hright or leisurely. If either 
the words or the music can he made 
n^ore memorahle by "garnishing" — 
\ ia sounds or arrangement — garnish 
awa\. providing, of course, }ou don't 
<listort or dilute the story you're tell- 
ing. There's nothing undignified or 
tawdr\ ahout a "gimnu'ck" if it catche- 
the ear, captures the fanc\ . . . and 
sells the protJuct! 

The danger in this technique is that 
it often gets awa\ fron> its entluisia>- 
tic creators and is o\ei(lone. Then, 
like too much fudge cake, it '■dis- 
agrees" with a lot of people who sim- 
j)l\ cannot digest all that ardent gu>to 
in such prodigious doses. I lielie\e the 
hest one word description of a good 
jingle is '"palatahle." Funny, cute, 
prett\. rhvthmic? Yes. ju-l so it's 
"•palatable." That way it's selling 
good will along with the product. \nd 
good will is a mighty efTective sales- 
man in itself. ^ 



JACKSON, MISSISSIPPI . . . 

\he Souih's iasiesi growing TV Markei 





AVERAGE 
FAMILY INCOME 
$573500 



High BUY-POWER in the fast-growing Jackson market! In- 
come from expanding industry, oil, gas, cattle, cotton, timber 
and wholesale trade means a billion dollar* market waiting 
for you. Only two TV stations reach this prime market— 
WJTV and WLBT. 

Television Magazine Market Book 1957 

220,308 TV HOMES 

SERVED BY TWO GREAT STATIONS 



WJTV 

' CHANNEL 12 



WLBT 

CHANNEL 3 

HOLLINGBERY 
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STATION 
OWNERS 
ONLY 

I 

Management oppor- 
tunity desired. Area must 
have good potential. Inter- 
ested only in station where 
ownership is available based 
upon results obtained. 

13 years background in all 
phases of broadcast business 
with majority of experience 
in sales, sales management 
and station operation. 

Now employed and need 
minimum of $13,000 plus 
opportunity to increase. 

Reference and resume avail- 
able upon request. Direct all 
inquiries to 

B0X2A 

SPONSOR I'-' 
MAGAZINE I 



National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

The Norwich Pharmacal Co., llaritan, ^. J., using major 
iikets for its Pepto-Bisinol. 'J lie six week schedule ^^ill start in 
Octoher. The advertiser is seeking late night minutes and prime time 
chainhreaks; a\erage frequenc) : 3-4 announcements per week per 
market. Bu\er: Helen Kowalski. Agenc) : Benton & Bowles, N. . 

The Procter & Gamble Co., Cincinnati, is entering Southern mar- 
kets to promote its Duz. October schedule will run for an indefinite 
period. Minute announcements will be slotted during daytime 
hours: frequency will depend upon the market. Buyer: Bob Liddell. 
Agency: Compton Adv., Inc., New York. (Agencv declined comment.) 

Grocery Store Products Co., West Chester. Pa., is going into ma- 
jor markets to push its groceries. Schedule begins in October for 10 
weeks. Minute announcements will be placed during nighttime seg- 
ments, with a women's audience in mind: frequency will vary from 
market to market. Buying is not completed. Bu\er: C. Valentine. 
Agenc) : Ted Bates & Co., New York. (Agency declined to comment.) 

National Biscuit Co., New York, is spotting the 30-minute ad\en- 
ture series Sky King in 110 markets to advertise its sweet goods line. 
The October schedule will run for 39 weeks. The 6:00 to 6:30 p.m. 
segment during the week, or Saturday morning, is preferred. Bu\ er: 
Sal Agovino. Agency: McCann-Erickson. New York. 

Lever Bros. Co., Food Division, New York, is initiating a campaign 
both in major and minor markets for its Lucky Whip. Schedule 
kicks-ofT in October for an indefinite period. Minute and 20-sec()nd 
announcements will be slotted both daytime and nighttime through- 
out the week; frequency will depend upon the market. Buying is not 
completed. Buyer: Jules Fine. Agency: Ogilvy. Benson & Mather. 
New York. I Agency declined to comment.) 



RADIO BUYS 

Gold Medal Candy Corp., Bvookhn. is preparing a campaign in 
major Eastern and Mid-Atlantic markets. Schedule starts in Octo- 
ber for at least 13 weeks — possibb 26. Newscasts and dajtime min- 
utes are sought. Buyer: Jo\ce Peters. Agency: Eniil Mogul Co.. 
\ew York. 

RADIO AND TV BUYS 

Chesebrough-Pond's, Inc., New York, is going into about 45 radio 
markets and about 30 television markets for its Pertussin. The 
srhedule begins in October for 26 weeks. In radio. da\time minutes 
will be used: in tv, minutes will be slotted during Class "C hours. 
Ikncr: Ja\' Schoenfeld. Agency: McCann-Erirkson. New York. 
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Certainly 




Atomic power in Caesar's day? 



It was there, in the ground, in the air and water. It 
always had been. There are no more "raw materials" 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was "available" to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in e.xisting 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knoiclcdge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge-our colleges 
and universities? Can we possibly deny that the welfare, 
progress indeed the very fate — of our nation depends 
on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wcllsprings of our learning. 



Yet this is the case 

The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 
rich heritage of learning. 

The crisis is composed of several elements : a salary 
scale that is driving away from teaching the kind of 
mind »'o.s/ quutificd to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will dovhlr 
by 1967. 

In a very real sense our personal and national progress 
depends on our colleges. They mm^t have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 



If you wont to know what the college 
crisis meons to you, write for a free book- 
let to: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 
New York. 




Sponsored as a public service, iu cooperation with the Council for p^inancial Aid to Education 
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53 



you need 

in any market.. 




em in 
TULSA! 



Take a billion one dollar bills and 
scatter tliem over northeastern Okla- 
homa . . . makes a pretty picture, doesn't 
it? And it's more than just a pretty 
mental picture — it's a hard, concrete 
fact. Yes, there's a billion dollar market 
out there for you to tap , . . through 
KVOO-TV, CHANNEL 2. Tulsa, 
Oklahoma's No. 1 market sits in the 
very heart of this fertile dollar area. 
Think of it . . . the "wampum" of north- 
eastern Oklahoma plus the productive 
coientge of KVOO-TV, Man, there's 
a combination that's good for you! 




News and Idea 
WRAP-UP 




ADVERTISERS 

Hell & Howell lias inforinetl 
! SrOiNSOK that it is returning to 
i tv after an absence of eight years. 

'I he uiotiou picture ec|uipnient pro- 
•r-; are starting an eight week 
>chedule in 12 niajur markets this 
month to introduce a new omni elec- 
tric e\e mm ie camera. 

Total outlay for the ad campaign, 
which the firm says is one of the 
heaviest the\ 've ever used, will he 
$4.50,()()() with about one-third going 
to tv. 

Cities to be covered h\' the new fall 
I schedule are: New York. Chicago, 
Los Angeles. Philadelphia, Boston, De- 
troit. Cleveland, San Francisco, Pitts- 
burgh, Washington D. C, St. Louis 
and Dallas. 

McCann-Erickson, Chicago, is the 
agencv. 

I , ' ^ 

National Presto Industries, wliieh 
is spending around $.^00,000 to 
l)roniote their Control Master ap- 
l)Hanees for the Christmas trade, 
is adding a somewhat novel twist 
to open dealershijjs via tv. 

A 12-minute film (made l)\ Fred A. 
Niles Productions) is being distrib- 
uted to 75 tv stations to supplement 
the national air campaign. Presto is 
also buying 60-second announcements 
following the film, half of the time 
for Presto sell and half for local dealer 
identification. 

After the Christmas push, the film 
will be circulated among 125 t\ sta- 
tions between Januarv and October 
of 195.",. 

Donahue & Coe is the ageiicv. 

A. C. Allyn & Co., Chieago head- 
(piartered investment firm, has 
found local radio so successful 
that it is extending its daily five- 
I minute Stork Market mid Btisi- 
iipss Mews broadcasts to other mid- 
west inarkets. 

Starting 1 October All\n is adding 
stations on Omaha, Kansas Cit\', 
\\"aterl()o. la.. South Hend. Aladison. 
Davenport, la., and Peoria. 



J. K. Pershall Co., Chieago. is the 
agenc\ . 

Lewyt Corp. is going into net- 
work radio for the first time in its 
history with ])artici])ations on 
ABN"s ISreakfast Club. 

Over half of the automatic clean- 
er's $4 million ad budget will be used 
for the fall-winter campaign in air 
and print media. 

Promotion tie-in will be a Don Mc- 
Neill Rainhat, which will be used as a 
traffic builder for dealers. The vin)l 
hats will be offered free on the Break- 
fast Club to women who . isit a store 
to see a demonstration of the cleaner. 

The ujjholstery leather industry. 
])reviously a j)rint media user 
only, is testing its first radio ad 
campaign this month in Detroit. 

Campaign will last 13 weeks and 
will Use 42 minute announcements a 
week on WJR, WJ and WXYZ dur- 
ing early morning and late afternoon. 
The L^pholstery Leather Group's execu- 
tive v.p., Paul R. Copeland. Jr.. sa\s 
timing is to reach the dri\ e-to-work 
car radio audience. 

With Stuart Peahody's retirement 
on 31 Decemhcr now official, here 
is the new Borden Co. advertis- 
ing department set-uj): 

Milton Fairman becomes an assist- 
ant vice president with executive re- 
sponsibility for advertising and public 
relations. F'airman has been director 
of public relations since 1943. 

William B. Campbell becomes direc- 
tor of advertising. Campbell has been 
manager of the general advertising 
department. 

Both promotions are efTecti\e 1 
October. 

AGENCIES 

BliDO and Revlon are parting, 
effective 31 December. 

The agency has handled about half 
of the cosmetic firm's ?16 million a 
rear ad expenditures. 

Tlie major share of the Revlon 
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l iNiiir>. ciiirnilh III HI!I)() i> .In.- lo 
{;() III \\;ir\\ick X L('j;l('r iiicliidliij; llic 
two iiflwork <|iii/./ex $6 1, ()()() (Jiirs- 
(inn iuh\ Sf^lJlOO CluiUcnsxv (l.olli on 
CliS r\ I. 

C. J. LiiKn.Iic will IkiikII.' liu- iKMs 
// ultrr n inchcll I'll,- diR- In 

^um on M'.C T\' on 2 OcIoImt. 

Ollici ajicncics ciilliii^ llic pic 
iiirliidc: Kmil Mojiul and Doss,!, Knl- 
li.'l,! \ JolMiMonc. 

iNrw ^lf^^•lu•^• ;i|i|>oiiitiiM'iits : Trd 
Hairs for .NABlSCO s VwvAn Inslanl 
I'i// Drink ... J. J. WViiirr As- 
soriiilrs. .^an Fraii(i>(o. for I'aul 
Ma>son N'intnard,-.. (;«•>«•!• \,\\\ .(.ii- 
liiiiic lo liandlf llic \c\\ ^ ork Cil\ l\ 
campaign. 

Kaiuloni luilcs: H. H. Iliiiniiliioy. 
Allfv it Ui<-lKir<ls lias ju^l come oiil 
v.illi a new book. "iNii Inlrodiiclion 
lo (^oinnitMcial T('le\ isioii \(l\erli?^- 
in^. I)esii;nc(l for a(l\ crlix-rs new 
lo ilu' uu'diiini (and nol llie tdd-pro 
iiftwork sponsor), ihc book eonsist> 
of .lO pajies of factual inalerial. cliarl- 
and maps . . . SUiiilcv H. \\'<'iiu'r, 
fornicrlj c\cciili\e \ ice proideiil of 
llie .Marlin L. .^^niilb Co. lias r('^i;^ne(l 
lo form his own aucnc\ . llic G. T. 
Slanlc) Co. 

Focii.x (in |iei sniKililies: Jim V\A\ 

ha> joined Allen & Marshall. Los \n- 
iieles. as an aeeounl e\ccijli\e. Fi>h 
comes from Don ()li> \d\erlising . . . 
K>cre!l L. Ilinnipson. direclor of 
radio and lele\ ision al Baldw in. Bow- 
er.^ \ ^lraehan (BufTalo division of 
The Kumrill Co.), ha^ been named di- 
reclor of radio and lele\ ision for ihe 
enlire Unmrill orpanizalion . . . Jdliii 
Koch has joined ihe Maercklein Aiien- 
e\ . .Milwaukee, as an acconni c\ccu- 
li\e. Koch conie> from I\onnd\'>. Inc., 
where he was as>i>lanl adverlising 
manajier . . . WMIIxtI II. I'^ilstriii. 
fornicrh ad\erli>ing and sales pronio- 
lion manager for Cerbcr Phunbing 
Fixlures Corp.. has joined 5idiic\ 
Cla\lon & \s-ociales. Chicajio. a- an 
accounl e\eciili\e . . . ,J»ie 11. I.aiiu- 
luiiniiier has lefl D" \rc\ lo join 
Po\\ell \d\erli>in£r. Delroil, as \ ice 
proidenl . . . Al Viileiiliiie has been 
named produclion manager for ihe 
\lhnan Co.. Delroil. Valcnlinc come> 
from W hipple & Black . . . KnluM-t 
JolinsoM. formerly wilh G. M. Bas- 
ford & Co.. and William Sloekdale. 
former!} al K&E. have joined Granl. 
^eu \ ork. as accounl c\eculi\es . . . 
C.lilT Koilger?. presidenl of Magnus 



Mn^ic I'ubli^liing and biinirr pm^iani 

dir.clor al W IlKK, \kr ha. hr.-n 

made an a< comil e\eciili\ c al Jc-up 
\<berliHng, \kron . . . Kobert K. 
JoliiiHon has been promol. d lo dir.-.- 
lor of Ihc radio-l\ ercali\c dcpail- 
mriil al D" \it \. I.oui-. 



NETWORKS 



rii 



e >ariel\ formal lias liiriied oiil 
lo lie llie ra>orile uilli aiiloino- 
li\es (('lii \>b r. I'onl and (;eiM ral 
-Mnlnrs) lor llieir bij: iiel\\ork l\ 
s|iliir<;e lliis season. 



cir's ihr I mi di 
s ll,.- Mil mai 
rd b.i lo dair: 
Diama 
\K-l.r\ 
<,)iii/ 

^il. Cum. 



pnv-i, 
•rr- h. 



^1" 



irl\ 



\\.-irni 2 

( \n|r: -rr Drlroil liomid- 

in nr\i i->iir. .') Oriubn b.r 
aiilnmoii\r air mrdia pi< Inn- 



lip -I. 
ronipl 



NelNMi 



Mole 



\ lliei 



FOR UNMATCHED COVERAGE OF 
STEUBENVILLE-WHEELING. 



I 52nd TV Market 



_/wSTV-TV 

-^^^^L CBS-ABC • 234,500 WATTS l^"^* 



OHIO/W. VA. 



^teel center ' 



HERE ARE THE FACTS: 

STATION — Covers 320,957 TV homes in 30 counties of Ohio and VV. Virginia. 
62% more tower — 53,538 more TV homes than the Wheeling station. Lowest cost per 
thousand TV homes. Over 80 top-rated CBS and ABC Network shows. Total coverage of 
1,125,500 TV homes, including Pittsburgh. 

MARKET — Center of U.S. steel, coal and pottery industries. Fastest growing 
industrial area in the world. 1,418,800 population. More than S2 billion yearly pur- 
chasing power. Center of the Upper Ohio River Valley, rich in natural resources. 
Includes the highest paid industrial workers in the world. 

Ask for (1) Showing of new color slide film, "How to Make Money in the Steel Market." 
(2) Chart, "How to Measure Your TV Results," (3) "Directory of Retailers and Wholesalers in 
Steubenville-VVheeling Market." 

^ wsTv-Tv e 

QSTEUBENVILLE. OHIO 
CM NNMEL 9 W \TTS 

Represenled by »»erT-Knodel, John J Laui. Eiec. VP and CenT Mjrj Rod 
Gibson. Nan. Sis. ttgi.. 52 Vanderbill A»e., N Y.C.. MUrrajr Hill 3-6977 
Pittsburgh offie*. 211 Smithrteld St.. Grant 1.3288 



A Member et tbe FrienSty Crvu; 

wsrv. wsrv rv. sieusenviiie 

KOOE KOOE-rV. Joplins 
WBOY. VS-BOY TV. Clarkiburi 
V«rP*R. Parte fiburj 
1^PIT. PiltiburjH 
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Handicapped youngsters peer out of new station 
wagon paid for vsitli S.3.000-woi tli of Ohio sales ;ax 
stanip-i colleeted by K\ W, Cleveland, eampaign. Disk 
jockey \\ es llopkin*. v\ ho headed drive, polishes car 




Greyhound gets a queen. Steverino, NBC-star grey- 
hound holds court for U. to r. ) John Kuneaii. v. p. 
(Jrey; A. \. Brion. president. Eastern Greyhound Lines 
and Basil Kathhone, ^^ho is handling the introductions 



Reading the fine print. JayZee Starbright, "the 
symbol of WJZ-TV, Ballimore," signs long-term con- 
tract. JayZee made her debut in connection with the 
station's recent change of call letters and format 




A pictorial review of local 
and national industry events 



WRAP-UP 




"That's the Varmint!" Vihen KBT\', Denvers Sheriff 
Scotty (Ed Scott) broke an arm while playing baseball 
he turned it to good advantage. Watch out for "Hookey 
-Mills," who smokes, plays hookey and ambushes sheriffs 




"Big Cheese in Wisconsin." WEAl -T\ celebrates 
dedication of its new 1.000 foot tower and povcr 
increase to 310.000 watts, with a "family-type" gath- 
ering of 40,000 friends at an old fashioned county-fair 



Quite a cracker! Mayor Maynard E. Seusenbrenner 
of Columbus, bites into the world's large-t cracker, gift 
of the Streitman Biscuit Co. of Cincinnati. \\T\N-T\, 
Columbus, hatched this idea for "Zesta Cracker Day" 




('o. will ii-i- iH-twiiik !\ new- 

sIk.w- thi> \far, hut has sNxii.licd to 
CI5S 'l)<>„{ila.s i:,luanls show. 

Caiicn will tak.' the altniiatc Friday 
T:l.'v7::5(» p.m. >l<)t -tartiui; 1 O. tohcv. 
Calico'- ad iiiaiia-^d, F. V,. Jew. -It, -a\- 
lli(> t\ |)i(ij:raiii i- part of loiij; raiij;e 
plan- to point out tin- ^ari^•t^ of prod- 
uct- packaj.'cd ill it- coutaiiicis and to 
make familiar tlic compam's o\al 
tradfiuark . . . CHS 'rV's n-^'ioiiai 
tottthall jraiiirs (j-oiiij^ from 29 Scp- 
tciiilicr to 22 Dccfinht-r) lia\c <i<.Mifd 
up a total of 12 (lilTcrciit sponsor-. 
Client- include: \larll...io. V. r.allaii- 
tine iv Soils, National Hrewiiij:, Dii- 
(piesiie IJrewiiij;. Amevican Oil, (]oe- 
hel IJrewinj.', Spee(lwa\ I'etroleiiiii, 
Standard Oil I Indiana), Fab-t, FaU- 
tail, American I'etrofiiia and Fan 
Vmerican Oil. 

.\cl\M>ik radio iioh-s: i\UC Radio 
lias added .SI.."i million (net) in new 
and renewed hiisiness diiriiig the pa-t 
twt. week- from orders placed by 12 
a(l\ ertisers. Athertiscrs orderinj; full 
program sponsorships wvw: Dow 
Chemical I tliroujili .MacMaiiu-. John 
& Adams I for Red Foley Slioic, new 
musical projirani starlinj; 2 \o^eml)er 
(Satiirda} 12:30-12:5.5 p.m. I and run- 




GEE! That's the 

car for me!" 

Cniiiiiicrcial- on W'GX-TV have 
a wav of cettiuf; result* — hecaii-c 
W CN-T\ proiiraniniiiig keeps 
folks witle-awakc. iiitcre-tcd 
and udtiliiiip. For proof, let our 
s|)<^rialist- fill yon in on -oiiie siir- 
prisin-; WGX-TV ca-e lii-tories 
anil discuss your sales problem-. 

Put "GEE!" in your Chicago sales 

"'WGN-TV""' 



iiiiij: fur 52 week-; I'oiiliac itliionjih 
MacManiis, John iv Adam- 1 for the 
\ntit>ii(il I'i lot hull Letifiiie ( .litiinjnoii- 
sliip (iiiiiie on Siiiitlax, 29 Dcreiubei ; 
Hell ■IVIephoiie ( thron-h N. W . i ( 
renew iiif; The Teleidione Hour b.r .'59 
weeks startiii'; 7 October i \|(.iida\ 
'J-9::5() p.m.) . . . AIIN lia- add.-.l con- 
tract- from (i\f -pon-ors thi- week, 
IMoiigli. Inc., with a .52-weck (oiitract 
for iiew-ca-t-: Campaiia Sale- Co. with 
one sej.'iiieiit per week on the llieaL- 
fn.st Cluh; II. J. lleiii/ Co. with 
ii.ents on BreaLfast Clnh. Ilerh "Os- 
ttir" liitlersoii Show, and the new 
Jim Reeves Slioir: lUi-l Craft I'libli-li- 
eis with one sejimenl of Ureal, last 
Clnh: and Sleep-F/.e Co. with two -eji- 
ments of the Don McNeill starrer . . . 
Heiuiis W'lilrli Co. niul I'. Lt.iii- 
Ini-d \ni\r hotli ^(-lietliilrd satura- 
tion caiiipiii^iis on ]Mii(ii:il. The 
watch firm in a pre-Cliri<tiiias pu-li 
will take 100 ei<;lit-P(>cond adjaceiicie- 
to newscasts per week starting 21 f)( - 
tober and riinniiig through 22 Decem- 
ber. Lorillard initiate- a 219 fne-min- 
iite newscast campaign running four 
and a half weeks in behalf of Kent 
starting in September. 
JoU notes: John II. W hile has Feen 
appointed sales niaiiager of ABX. 
Wliite comes from Ziv T\. where he 
was -port sales manager for programs 
in the central di\ ision. 

ASSOCIATIONS 

H.AII lias d(M'ide(l to siispcn*! its 
|>roj:raiii cliiiies for radio ami iv 
liroadrasler.s for llic year 19.58. 

BMl feels thai after .310 Clin ic> over 
seven consecutive years it deserves a 
rest. 

The decision was made in spite of 
the fact that the 1957 Clinic attend- 



CHANNEL 4-SIGHT 




Yes . . . be v/'se! When ,ou bu/ 

television n the great Golden 
Spreod, use Chonnel 4 -Sight 

Over 100,000 TV se's 
Neorly $200,000,000 m Peto Sa es 

Pov/er: Visual 100 KV/ 
Aural 50 K.7 
Antenna Height 633' obave 

the ground 




"1 just love those KRIZ Phoenix an- 
nouncers." 




KGNC-TV 

CHANNEL 4 
AMARILLO, 
TEXAS 

CONTACT 
ANY 

KATZ MAN 
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TERRE HAUTE, 

Indiana's 2nd Largest 
TV Market 




MONTANANS 

. . . have money 
. . . spend money 
and they watch 

I KMSO-TV 

by choice 



191,000 watts Zo^Z^ 



KMSO-TV «v'/'' 




MISSOULA, MONTANA 



ance at 45 diflercnl sessions has set 
a new rceord (5.7/r higher than last 
} ear) . 

Clinics will be resumed in 1959. 

Meetings: Indiana Broiuleasters 
Association will hold its fall meeting 
ul French Lick, Ind. on 25-26 October 
. . . Broadcasters' Promolion Associa- ^ 
lion's second annual convention and 
seminar is set for 1-2 November at 
the Sheraton Hotel, Chicago . . . Illi- 
nois Broadcasters Association will 
hold its fall meeting at the y\l)raham 
Lincoln Hotel, Springfield, on 30 Sep- 
tember and 1 October . . . Radio Pio- 
neers will i)la) host to Jack Gould, 
radio-tv critic, at its fall luncheon 
meeting in New York on 22 October, i 
KAB's third annual National Radio 
Advertising Clinic to be held at the 
W^aldorf-Asloria, New York, on 8-9 
October will feature these speakers: I 
Albert Brown, wp. in charge of ad- 
vertising and public relations for Best 
Foods. New York; Julian Barksdale, 
vice president in charge of marketing 
and planning, Stephen F. Whitman & 
Son and James J. Delaney, advertising 
manager of Sinclair Refining Co. 

The A<lvertisin«i Federation of 
America has opened a second office 
in X^'ashington, D. C. Head of the new- 
office is William P. Tidwell, veteran 
capitol newsman. 

FILM 

Film row this week >vas active in 
hoth sales and new appointments. 

Ziv TV will set a record of six New 
York premieres in one month. Two 
shows are bowing on the network and 
four on local x\. Y. stations. 

The Zi\ schedule of premieres : 
1 ) Harbor Command, a double ex- 
posure, on \N'ABC iS; WOR, sponsored 
by Miles Labs. 2) Harbormaster, 
CBS TV, sponsored b\ R. J. Reynolds. 
3 I IFest Point on ABC for Rise and 
Van Heusen. 4) Tombstone Territory 
on ABC. sponsored b) Bristol-Myers. 
5) Ae/t' Adventures of Martin Kane 
on WOR. 6) The new Highivay Patrol 
series, double exposure on WPIX and 
WRCA, with Ballantine as sponsor. 

To date 2i stations ha\e signed for 
Screen (iems* Shock package foj 
\\hich an October premiere is planned. 

Ziv's Spanish language version of 
Harbor Command has been sold in 
^'enezuela. Puerto Kico. Panama and 



or Going 
KBTY is leader 
in DENVER TV 

Whether you ore just moving into the Denver 
morket, or olready going "greot guns" here, 
you need Chonnel 9 because KBTV is FIRST 
in Denver when and where it counts the most! 




quorter-hour 



KBTV first* 

leads (by mare than < 
point), between sign-on** and 
10.00 p.m., Mandoy through Fri- 

KBTV leads* during the same 
time period in "share of oudi- 

KBTV occupies* 4 of the 5 
top spots in the cumulotive rot- 
ings of 21 locolly produced pro- 




KBTV first in Denver for pro- 
with solid, successful mer- 
chandising cooperotion for its 
odvertisers ond, most importont, 
SALES RESULTS! 

Coll your P.W.G. Colonel todoy. 
Buy the stotion in the rich Denver 
morket that delivers Peapli 
PURSES . . . Impacts ond RE- 
SULTS! 



••KBTV sign-an 10:30 o 



• Quarter-hour leads 
^Percentage of oudien 




or Phone KBTV c 



KBTV<:l>9nnel9 

DENVER, COLORADO 
JOHN C. MULLINS /Tt JOSEPH HEROLD 
President ^ Stotian Monager 
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The \<'U i-iitUH s III \luitti\ 

^^\\\ ;iUo !„■ ...iMi in I'ai,.,,,,;, .,„.| 



your extra hand 



A corps of the most capable 
editorial hands in the business 
work for you at SPONSOR to 
bring the latest broadcast 
developments within reach of 
your fingers — week after \seck 
— 52 weeks a year. 

SPONSOR is the nerve ceniT 
of the industry. It's the niagaanc 
of ideas — of penetration — of 
every day USE — the most 
widely quoted publication in 
the field. 

It's the one book you ought to 
read — at home. It will give 
you more to think about and 
more directions in which to 
expand your thinking than any 
other trade journal you can buy. 

Now — for less than a penny 
a day — just $3.00 a year — 
you can have 52 issues of 
SPONSOR delivered to \our 
home. Try it on this 
money back guarantee. 



SPONSOR 

40 Easi 49 Si., New York 17, N. Y. 
I'll lake a year's subscriplion of SPONSOR. 
You guaranlee full refund any lime I'm 
not satisned. 

NAME 

FIRM. 

ADDRESS 

□ Bill me □ Bill firm 



I'iliii .Men ill 'V\u' Si'ss^: l^oiii- J. 
\iirrlio ii|)|iiiiiiii'(l (li\iviuii iimiij;.'i'| 
;iii(l .Mmriix .M. K:i|>l:iii ii:iiiii'<l -jlc- 
i!i;m;i,ii.T nf NT \ ri. liii.-. ... 'I lioiii. 

:i-^ II. llilt<-!-OII |>l'<>l lulcd of tll<' 

I)i\i-i..ii ..f |{K() IVIr,;,,!!,, 
I'idiu.-^. ill.-. . . . l.inMTiMT II. Mn- 
(•liaiit appoinic I attoiiiit cxfciitis c of 
(:i;> is (iliii ^al.- . . . W illiain (;;ir. 
^1111. Jr.. will head ii|) llu- New ^ oik 
>alr^ olllcc of \aii I'laa.u l'n..lii. lion-. 
.•IT.M tis,- I (), t(,l., r . . . W :ilt.T Kin;:.. 
I«'V naii'fd ^fiicral ~alc~ iiiaiiaiicr of 
'/.W> -Midicatioii <li\i>ioii . . . Diinirl 
(irir*' appointed cxfciil i\ c prot ;icfr of 
rantainoiiiit I'ictnrc- . . . Milton ^. 
(^)r«lon. pif-idfiit of Tr\ and 
Miimi) Krinrr. foifiL'ii -ale- maii- 
aiifi. who i- c-nri«'ntl\ on a trip .-ur- 
\c'\ina world t\ iiuirkft> . . . W'iMiii^ 
I'irtiir*' l'ro<li!rtioi!>. Inc.. lias 
fornii'd a now cioatiNp markt'tinp ser\- 
icf5 department, lieaded up l>\ l.roii 
,A. Kn'fier. 

RADIO STATIONS 

How to •:<'! your .citation talked 

ahoiit WAVK. Loiii>\ ill;'. ii>e«l i\ 

wild promotional eontest. i\ ".'.ood 
puMic intcre;^! eniise ;iiid s|>rin- 
kled it with ;i l(»t of fun for e\ery- 
oiie in this way. 

• Contest for listener-^ to clioose tlie 
•M.wt Popular WWK l'ersonalit> " 
with tlie winner to receive the frapr 
prize of a weekend at i'ewee \ alle\ 

I pop. 720). a iiearh\ comiminil), noted 
for its ])(>are and (]uiet. He also would 
have the u-e of a l';2r. Rolls-Rovee 
while there. 

• The cau-e ua- I 'ewe.- \allev"- 
rarni\al to raise nioiiev for the annual 
pav nieiit on their new fire truck honglit 
for the \ oUinteer I'iie Department la~t 
V ear. 

• .\dded uiiulow dre--in>: wa> a 
beautv content, theft of the ballot box 
and a parade of antit]ue rar~. 

\\'\\ K made fne remote broadca-t- 
froni Pewee \ alle\ . im ludiiig two net- 
work feed> to .\BC'- Monitor. 

Re-iilts — more than eiioutili moiie\ 
to pa\ for the fire truck for the coiii- 
munit\ and a solid month of talk- 
pro\oking promotional acti\ itie- for 
the >tation. 

Newsworthy idea at work — to 
point lip the ?uppriorily of radio 




\j Now there's 
a detergent!" 

G.niiiKT. i.il- ON \\(,\. |\ I ne 
a^^.l\ ..i L-nm i-r.-Mill- l«-. .u <• 
\\(.\ r\ pruiir.iiiMiiiiiL' I " • p- 
fnlk- ^sld.•..,^s;,k.■. Mil. n-I...| 
iind imliliinu. I of proul. id imr 
-|K'rij|i-l-hlK..„,M„M-..n. - ir- 
pri-iii- \\(A.|\ Im-I. n.- 

aiiddi-. u--\..„r-.d.-pn.| L u 

Put "GEE!" in your Chicago sales 
with Q 



CluaiielS 




. . iht ST.iTlOS 
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59 



ucys^ ro>(M:i<ic W'JIIB. Tallave-a. 
Ala. (a 17-(laj-ol(l ii('>vfoiiier to 
tilt' hioadcasl field). (Ie\()le(l one 
>\ln)l(' (lay last \stM'k to ii(>tliiii<: Iml 

The all-ii«.M\> (la\, with, the heart} 
harking of sponsors of musical and 
other >])efial programs, kept three aii- 
iioinuer> reading I P hulletins from 
5:13 a.m. >ign on to the 5:45 p.m. 
Mgn off. 

Proiiu>ti(Mi idt'ii from KOSI, Den- 
ver: 'Monthly sponsorship of a 
(lo\\ntn\vn shopping day. 

Here- the ua\ it works: On the 
th.ird Wednesday of each month the 
radio station will pay the bill for the 
downtown !>ho])]jer's buses from 10 
a.m. to noon, in addition KOSI is 
giving free air time to plug the special 
\\ednes(la>s. 

Local merchants are cooperating 
with window- displays and other media 
calling attention to '"KOSI downtown 
shop])er's davs."' 

Station sales: KOME. Tulsa, has heen 
bought by John Kluge from John 
Brown L niversity. Sale price was esti- 
mated to be $175,000. Formerly using 



classical nmsic and religious program- 
ing, new jjlans call for comjjlete over- 
haul in personnel and switch to music- 
news-sports format. 

I'eoph' in tlie news: Kohert J. Hath 

lias been upped to station manager for 
KAKC, Tulsa, and Bill Allred, ad 
executive, has joined the station's sales 
stafT as an account executive . . . Koy 
1^. Cordt'II, former station manager 
for KAKC, Tulsa, has transferred to 
KIOA. l)es Moines, as station manager 
. . . Kick Drew has been appointed 
local sales re])resentative for KCMO, 
Kansas City. Drew conies from KFRU, 
Columbia, Mo. . . . James W. Bel- 
eher, formerly with WJ-AM&TV, 
Detroit, has joined KYW", Cleveland as 
head of the newly created radio \m\>- 
licit) department . . . Kohert Mc- 
Kinsey has been named program 
manager of WBAL, Baltimore. Mc- 
Kinsey formerly was jjrogram director 
for WCCO, ^Minneapolis . . . Chuck 
Christianson, San Francisco man- 
ager for Adam Young, has been 
named general manager for KRUX, 
Phoenix . . . Don Metrovich has 
joined W'GAR, Cleveland, as national 
sales representative. MetroA'ich comes 



WKRG-TV LEADS THREE WAYS 

No matter haw yau me( 
in this Billion-Dollar ^ 

NIELSEN 



No matter haw yau measure it, WKRG-TV is number one by a large margin 
1 this Billion-Dollar Market. ^ 

3-woy ^ 



Report number two shows WKRG-TV 
leading in every dept. . . . covering 
33 to 26 counties for Sto. "X", with 
45,000 extra homes in Ch. 5's area. 



A. R. B. 



(Feb. '57) WKRG-TV leods 281 to 
150 in measured quarter-hour seg- 
ments. At night, the lead is 1 39 to 59 ! 



PULSE 




Telepulse (Sept., '56) shows WKRG- 
TV leading in 275 quorter-hours to 
171 for Station "X". 



HERE'S THE BILLION-PLUS MARKET 

Within the area af WKRG-TV's measurable audience lies 1,258,000 
people . . 336,000 families . . Cans. Spendable Income, $1,467,000,000 
and Tot. Ret. Soles of $1,060,054,000 (latest published SRDS figures). 
Here is the Coverage-Bonus WKRG-TV gives you in Big, Billion-Dollar 
Mobile: 







Tofol 








Populotion 




C.S.I. 


T.R.S. 


WKRG-TV 


1,258,000 


336,Oo" 


$1,467,000,000 


$1,060,000,000 


Station "X" 


1,087,000 


290,000 


1,316,000,000 


954,000,000 


WKRG-TV Bonus 


161,000 


46,000 


$ 151,000,000 


$ 106,000,000 



wkrg-tv 



REPS: 
AVERY. KNODEL 



from American Greeting Cards . . . 
Frederie L. Kareh, operations pro- 
gram manager for WCAU, Philadel- 
]diia, has been upped to program di- 
rector . . . Dick Godfrey has been 
a])])ointed a sales account executiAe at 
KCHS, San Francisco, lie has been 
sjxjrts coordinator and newscaster . . . 
Alvin G. Flanagan will become the 
new general manager of KCOP, Los 
Angeles, as soon as the FCC approves 
the transfer of the station to the new 
management group made up of Ken- 
)on Brown, Bing Crosby, George L. 
Coleman and Joseph A. Thomas. The 
grou]) recently bought KCOP for $4 
million from Copley Press. 

Sinlion sales: W'WKI, West War- 
wick, R. 1., has been transferred to 
Grelin Broadcasting. Melvln C. Green, 
officer of Twin State Broadcasting, has 
resigned effective 27 September to as- 
sume new duties as president of Grelin 
. . . WRKE, Roanoke, has been sold 
to Sherwood J. Tarlow, Allan \V. Rob- 
erts, Dr. Bertram W. Roberts and 
Joseph Kruger who are owners and 
operators of WARE. Ware, ]\Iass. 
Purchase price was $75,000 . . . 
Transfer of KOXC, Sacramento 
Valley. Calif., from Jack 0. Gross to 
Rabell enterprises has been approved 
by the FCC. Call letters will be 
changed to KPAY and network affilia- 
tion will be dropped . . . KWG, Stock- 
ton, Calif, has been sold to Robin Hill, 
Bob Reicbenbach and Frank Axelson 
for S85.000. 

TV STATIONS 

Here's the new set up in Trian- 
gle's administrative realignment: 

Ben B. Bavlor. Jr., now station man- 
anager of WNHC-AM-FM-TV. Hart- 
ford-New Haven, is new to Triangle. 
jMost recently Baylor was vice presi- 
dent and general manager of WT\-T, 
Fort Wa} ne. 

Frank Palmer, now general man- 
ager of WFBG-AM&TV, Altoona- 
Johnstown, moves over from WLBR- 
TV, Lebanon-Lancaster. 

Joe Zimmerman, now general man- 
ager of WLBR-TV, Lebanon-Lancaster, 
moves up from director of station pro- 
motion for Triangle. 

Edward M. Scala, noAV director of 
sales development for WIL-A.M-F.M- 
TV, Philadelphia, was general man- 
ager of WFBG-A^LW, Altoona- 
Johnstow n. 



GU 
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W'JZ-TW H;illiiii()rc, Hcmis lliis 
siK'cc.-w •*l()ry ii!»oiit ils ii«m> l.nir 
SInnr: 

W illi llif piof;!;!!!! on llic iiii jii-l ii 
few week.- ;mtl oiiK iccfiilK li-iiij; llic 
MCM llif >l;ilit)ii luis iilicii(l\ 

out tlif 

lialiiij; iiKTt'ji^f^ sponsor cii- 

llm-iiisni ifllfti llif >l;ilion's |)i^r j,,,,. 
molioii-|)i t)j;i ;iiniiiu-|)iil)lifil\ pii-li for 
llif \>\<i cliaiipfox f 1 ill u\Mici-liip, pro- 
•iianiiiii: niid call Icllcis. 

>olllf of llif llfW W lU] oMilfl's sliinls 

iiiflinlfd hallooii drops, n toiiriii<: 
Tliiiiidf rldrtl niitl Model 1' to loiilrasl 
tlif old and iif>\ on Cliaiiiifl and 
dislrilmlioii of a hnkiTs do/.fii dou{;li- 
v.ui-i al folTff Incak linic in local ad 
ajifiififs. I",\fn inollifis of newK horn 
l)aldf> \Nfrf ifiiiiiidfd of tlif station 
f\fi\ tiiiif tlif\ icaflifd for a frf-li 
diaper. a< rfsnit of a tie-in uitli Stork 
l)>dff Wasli. 

iT 

WOL. \V;ij*liinf:l<.ii. D.C. Ik,s up- 
plied to (lie l)oar(l of e onnni><^i()ii- 
<'|•^i of llu' District for permission 
to iiislJill :i <'losc(l <'ir<'iiil \y'ivv tv 
sysU'ni. 

Plans call for: la) feature fdiii. 
l)road\\a\ pla\s. operas, concerts and 
>ports ])ro}:raiiiiii<i; (hi pa\iiient l)\ 
niontlil) siil)scril)cr cluirjre and Ic) 
edncational ])rograming in coopera- 
tion witli local schools. 

Thomas Tiiislcy has aiiiiouiu'ed 
iIm' appoiiitmeiit of SiiiiiiKms As- 
sociiilt'S as reprcsentatixes in Chicago, 
the midwest and \cw England for 
stations W XF:\-T\ . Kichiiiond: WLKK. 
Kicliiiiond and WITH. Raltiniore. 
\VM:\-r\ XV ill he the first tv station 
to he handled l)\ the rep firm. 

Slalioii notes: WTTA. New Fort 
\\'a\ne. Intl.. has >i2ned as a primarv 
aniliate of \RC TV elTective 21 Sep- 
teiiiher . . . WWLr. .Springfield. 
^h^ss.. has \\ithdra\vn a[)plication for 
a satellite tv station in I'itlsfield. Mass.. 
due to FCC announcement of elimina- 
tion of rUF channel.s in the area. 

INm-souiu'I iiotfs: J. "Dod}"" 
Sim-hiir has heen [)ronioted to sta- 
tion manager at \N'JAK-TV. Provi- 
dence . . . (Jforge Stanlis. produc- 
tion manager of KF.MB-TV. San 
Diego, has heen upped to program 
supervisor . . . Bill Ilorstiiuiii. pro- 
ducer-director at WKRC-TV. Cincin- 
nati. ha« heen promoted to coiinner- 



Siihjcxt to VCC .iniioiiiK (■iiic iit has hccii 

in.ulc of the iicciiiisilioii by J. 1). \\'i;ithci. I cxas and 
Caliloniia iiidiistiialist. and John !.. Loci) t)| Cail M 
Loci). Rlioadcs ^- Company. Xcw Yovl. ol .ill oni 
standing sloc k in Mu/ak Corporaiion lor s I .:{.")().()()(), 

Llic sellers were William licnton. lornicr I'. S. 
Senator from Connccticnt. IL L, llon;^htoii. President 
ol Mn/ak. and other eai)al)le exccuti\es associated 
with them. 

W'e initiated this transaction and worked nnccas 
ingly to its conclusion. 



ALLEiY KAA'DLH AA'Il ClliMPAXY 

"^(•^otnitfirs fur tlir I'urcliasr niiil '^nlr n/ Diiih A<';r.</«;/»<T,«. 
lia,llo an,l Trlrrision I'rnpirlirs 

W'asliiiigloii ^e^^ York ("liicago 

1625 E><' St.. >.\V. 60 K. 12ii<l St. :i."> K. Wack. r l)ri^<• 
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Comtneicials on \T'(jN-T\' have 
a wav of fiettinj; icsults— liorauso 
\\ Ci\-'r\' pi ograinming keeps 
folks wide-awake, interested — 
aiifl n n/cliiitg. For proof, let our 
speeialists fill you in on soire sur- 
prising; \\ Gi\-T\ ease histoi ies 
and diseuss youi' sales problems. 

Put "GEE!" in your Chicago sales 




and latest B B M ^Ptows , 
85% of all qrcater $t. John's 
homes have TV Sets 

WEED CO.U.S, STOVIN-CANADA 



cial production manager . . . Doris 
B<'lrlirr. formerly with KCKX-TV, 
Waco. Tex., has joined KSB\V-A\I& 
TV as assistant to the promotion man- 
ager . . . Biiylni H. Smilli. former 
production director, has been named 
program director and Jaiiu'S Van <Ie 
V<'hl<', aimouncer, mo\ed up to pro- 
duction director at W1S\-TV. .Mil- 
waukee . . . Cliiirlo.s M. Xjm'I has 
heen appointed to the national sales 
department of YiTVT, Tampa. Neel 
was director of advertising of the 
Daih Oklahonian and Oklahoma City 
rimes.. . . Ariio!«l Starr has joined 
the sales staff of \\'RCA-T\^ New 
York. He comes from WOR-TV. New 
\ ork and is replacing I'at Harring- 
ton, Jr., who has moved to NBC TV 
network sales . . . Del Greenwood 
has moved up to the sales stafi of 
KOA-T\^ Denver . . . Dick Walker, 
formerl) with KWTV, Oklahoma City, 
has been named sales service coordi- 
nator for KCMO-T\, Kansas City 
. . . Vinrente Kanioi?, formerly 
with TPA. has been named presi- 
dent of the Latin American Net- 
works Co.. the U. S. and Canadian 
offices for CMBF Cadena Nacional 
of Cuba. The network is made up 
of seven stations . . . Karl Nelson, 
formerly with WICU-TV. Erie. Pa. 
has joined \\TAR-TV, Norfolk. Va. 
on the sales stafI . . . John T. Camlle 
has joined the promotion staflF at 
WSOC-TV, Charlotte. N. C. 

CANADA 

Deserihed as the first eonipletely 
Canadian tv film, a country music 
show starring Jack Kingston and titled 
Main St. Jamboree is now rolling. 

The show is being produced b\ Mer- 
idian Films, which reported that this 
is the first time a film has been pro- 
duced by a Canadian compan\ w ith an 
entireb Canadian ca^t and technical 
crew. 

In addition to Canada the show will 
be offered in the United States and 
Great Britain. Meridian reported that 
a major U. S. distributor will handle 
these series south of the border. 

Koek "n" Roll is going over hig in 
(]ana<la, aeeor<ling to A. A. ]Me- 
Dernioll of Radio and Tv Sales. 
Inc. 

McDermott said, "exer^bod) is on 
I the rock 'n' roll kick — well, practicalb 
e\erybody. E^en the CBC stations are 
on the band wagon." 



McDermott said one major market 
station had increased its audience 
share from I'^f to 30' ^ in about two 
months. ''That was all the incenti\e 
needed for those who A\ere hanging 
back on the plan." he said. 

FINANCIAL 

Sloek market qnotalions: Follow- 
ing stocks in air media and related 
fields are listed each issue w ith quota- 
tions for Tuesday this week and Tues- 
day the week before. Quotations sup- 
plied b\' Merrill Lj nch, Pierce, Fenner 
and Beane. 

Ti.cs. Tu(-. 



Slock 1 


7 Sept. 


21 Sept, 


Change 




r/,- Sloe 


Exchange 




MMT 


18', 


17';; 




\T&T 


171's 


169' a 


-l-'s 


Avco 




6 




CB.■^ -A-' 


29 


28 


-1 


CohiinMa Tic 


18 'A 


17's 


-I's 




16 . 


15'i. 




rVamoiiiit 


31 


33--.S 




KCA 


3.3'-.. 


32ii 


-I'l 


Storcr 


23-', 


22'-_. 


-I'l 


20th Fox 


2\% 


21'^ 




Warn, r Bros. 


201-.. 


20' i 




W estinghouM- 


63 '4 


61 'i 




Ameri, 


an Slorl 






MhVd \rlisls 


3 






\ssoc. \rt. I'rod. 


9 


8-'-s 




C&C Super 




}i! 




Dnniont Lal).^. 


4C 


4's 


+ K 


Guild Film- 




3 


- Vs 


NTA 










Only ONE is atop the 
Continental Divide 
Serving both the Atlantic and 
Pacific Sides of America 

KXLF-TV4 -:- Montana 
Butte 

East— The Wolker Co. 

West— Pocific Northwest Broodcosters 
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irhat's happening in II. S. Cm rrnnfnt 
thai affects sjinnsors, agencies, stations 



WASHINGTON WEEK 



28 SEPTEMBER 

C««>rl|lit 1(57 
SPONSOR PUBLICATIONa INO. 



/\sk llic keen ()l)S('i \ crs nf lli(> Wa-^liiii-iloii -ecu.- llicv lliiiik llir iiii|»li<;iliMiiH 

of llir \olr of ;i iFiirr-yrar Iruil for \t>\\\\ conic tn\.i\ willi lln-xc 

iiiiprrs.Hloiis: 

n ll is ii'il surprising; llicro is ;i <;no»l of roiirii^ioii ;iIk>iiI %»lial lln' 

FC(] iiM*aiit even if l)olli |)r()poiiciils and ()|)|)c iils of arc claimin;.' a loijc liduwn. 

if not a final v iclnrv . 

2) Tlic >^ilnalion bocoint-s less (•oiifn'^inp if il i-> rcali/cd llial llic coiiiini^-iMii acird 
jiisl as CliairMKm DocM-for wanlrd. ll ihrru llir pay-l% hall s«|iiarrl\ iiilo lln- lap 
of ('oii^ross, |)ul rxacllv in llir opposilr mamirr in wliicli llio leading.' anii |ia\ l\ run- 
pressmen and Senators wonld have liked. 

3) 'Hiese legislators wanted the FCC to >^it hack ai»d do nolliiiif: al>-.nl pav tv nntil 
Conpres* passed a l>ill on the subject. Tlie FCC turned aroninl and -aid. in e(Tcct. are 
pofnfr to apprnvo a trial nnloss yon pass a lull lo the ronlrary. 

4) Th«> hi<: kiek(M- is llir fact that il is didicnll to prl a hill llironL'li ronirrcs. 
If tile FCC rlid tlie waitinf; there wonld never he a trial of |)a\-tv. it i-. lln> odds an- 
stronp that Con<irrss will adjourn next year %villionl taking an% a(lirniali\r ac- 
tion on the snhjrrt. 

31 Fveii thousli it will take a vear hefore the FCC approve^- an\ a|)plicalioii for a 
trial pa\-tv. it also mean? that when the FCC poos ahead in earnr-l il will he ahle 
to say it pave Conprrs.s every elianee lo e\pre>»s ils«>lf or '«t\niic tli«> test. 



The status of the opposition lo pay-tv on Capitol Hill can he <niinncd np thi- \\a\ : 

• Bills have lieon introdneed in liolh rlwnnhers to make |)ay-l%- illegal. If tlic-c 
hills are not passed hv the end of the next and last session of the Jlith Cnnerc-i-;. tlici 
they're jus' as dead as if ihey were put lo a vole and defeated. 

• Tlii« tack on the chair is the sharjie-t of all herause d«>atl» of a hill. wlielh«>r from 
laek of action or from excess of \otes apain«t. is interpreted as showin-i a Con- 
pressional majority is cold to it. 

• Thns the hurden has heen shoved on Kep. F^mainiel Celh-r. Sen. ( harles Potter. 
.*^eM. Strom Thnriiiond. and K(>p. Oren Harris the cliicf pnii- in the fi.dit .i"ain-t |iav Iv . 
They nnist pet (^^nuress to show definite si^ns of interest in loinitcriii:: the I'CC 
nicne to act on a te-t on or aroniid I March 1958. 



Unnmrs to the efTeet that the military is eastinp ro%eton< e\e- at t% ehannel- 
2 tlirouph 6 (all the rumors seemed to emanate from one s«niree) took a -e% ere 
jolt this week. 

The Office of Defense Mohili/.ation and the FCC eame to nureenn-nt ah"nl tnrninrr 
over to the CTO%ernnient some hands now ns^d for nuihile ra'lio ~er% iee~ in retnrti for =011 e 
channel- now used hy the Co\ eminent. 

The two apencies did apree to |iiil a>-i<le channel 2. hut onh in the I'ar I'acifie. 
^slu're there is no eoninu'reial nse for it. 



The FCC ill a financial report i'-^ued this week offei 
lines for 19.t6. 

A total of 474 stations in 267 market* -howed 
sales and talent, minus commissions. 

Operating expenses for these stations came to S403.0')1.3 
net income hefore Federal taxes to S146.256.481. 

Seven markets reported incomes «»f n\er SIO million. 



I an index of 1% station re% e- 

f .^.551.3.50.8.56 from tine 
hich brought total 
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BLAIR -TV 

WFIL-TV Basic ABC 

WNBF-TV Basic CBS + ABC, NBC 

WFBG-TV Basic CBS + ABC, NBC 

THE KATZ AGENCY 

WNHC-TV Basic ABC + CBS 

BLAIR TELEVISION ASSOCIATES 

WLBR-TV Independent. • • 

World's Best Movies 



Sources: ARB, Philodelphio, Aug. 1957/Telepulse, Binghamton, Boltimore, Konsas City, Houston, Nov. 
1956 /Television Magozine, Nov. 1956 /SRDS, Mar. 1957/ ARB, Altoona, June 1957/ARB Hartford- 
New Hoven, June 1957 /Television Magozine, Sept. 1957/Trendex, Rve-Cify Survey, Aug. 1957 
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St 



St 



1st 



St 



WFIL-TV 

in Philadelphia! MORE audience, 
SIGN-ON to SIGN-OFF, SEVEN 
DAYS A WEEK, than ANY other 
Philadelphia station! 

WNBF-TV 

from Scranton to Syracuse! 48.4% 
average rating-SEVEN NIGHTS 
A WEEK- MORE audience at 
lower cost per thousand than any 
station in Baltimore, Kansas City, 
Houston and other major markets. 

WFBG-TV 

from Pittsburgh to Hamsburg! 
143.4% MORE quarter-hour firsts, 
noon to sign-ofF, Monday-Friday, 
than nearest competitor. 

WNHC-TV 

from Massachusetts to Long Island ! 
DOUBLE the combined audience 
of competition, SIGN-ON to 
SIGN-OFF, SEVEN DAYS A 
WEEK! 

WLBR-TV 

UHF station to cover the entire 
LEBANON, LANCASTER, HAR- 
RISBURG,YORK area-America's 
Number 1 UHF market— and at 
one-sixth the cost of nearest com- 
petitor. 278,044 UHF homes; 73.2% 
conversion ; 32.6% share of audience. 




WFIL-TV 

PHILADELPHIA, PENNSYLVANIA 

WNBF-TV 

BINGHAMTON, NEW YORK 

WFBG-TV 

A LTO O N A— J O H N S TO W N , PA. 

WNHC-TV 

HARTFORD-NEW HAVEN, CONN. 

WLBR-TV 

LEBANON — LANCASTER, PA. 



Operated by: Radio and Television Div. / Triangle Publications, Inc. / 4.6th & Market Sts., Philadelphia 39. Pa. 
WFIL-AM • FM • TV. Philadelphio, Pa. / WNBF-AM • FM • TV. Binghamtan, N. Y. / WHGB-AM, Harrisburg, Po. 
WFBG-AM • TV. Altoona-Johnstown, Po. / WNHC-AM • FM • TV, Ho''lf°''d-New Haven, Conn. / WLBR-TV, Lebanon-Lancaster, Pa. 
Triangle National Sales Office. 4-8 5 Lexington Avenue, New York 17. New York 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



^1 '' v roliiiniiists this got the 1957-58 partv line on ratings when they asked 

C«v>Ttght 1057 ' - o J 

SPONSOR PUBLICATION* INC. CBS for figures on new shows. TTie reply: 

"Our new policy is not to use ratings for juiblieity purposes; only for programing 
information." 

Meantime ABC started passing them out by the bale. 



The game of musical chairs in connection with the S8-milIion Bulova account 
has taken another turn at McCann-Erickson. 

Terry Clyne is back in the No. 1 chair. Russ Johnston, who occupied it for a 
while, ha? been assigned to the Libbv-Owen s-Ford account. 



Here's why a tv station in a metropolitan market suddenly was put on the block: 
Stockholder-relatives complained that it was bad enough the station wasn't making money 

without the president paying personal hill s out of company funds. 

The official explained that his secretary had done this without authority while he 

was out of town. But the relative-stockholders still insist that it would be simpler to sell. 



Fred Gregg, Jr.. former Y&R account executive, may have lit a new beacon for 
those who daydream about escaping to some little thing of their own. 

Instead of a farm or ranch. Gregg, with the help of some friends, not so long ago 
scraped together a down payment on WLAP Radio. Lexington. Ky. 

This week, after scrounging around for equipment, he unveiled his own tv station. 
WKXP-TV. the second one in Lexington. 



The media director of an agency with over ?20 million in tv billings got this come-on 
from a station this week: 

We'll give you a bonus of so many spols on package buys. The rep's confirma- 
tion will be according to rate card, but we'll forward you another confirmation show- 
ing the bonus spots. 

Commented the media director: "We're getting uneasy about this sort of wheedling 
and dealing among tv stations. You can't ever he sure another agency isn't getting a 
still better proposition." 



A midwest ad manager in INew York for the debut of his network show says 
he feels like a neglected country cousin. 

Xobody from the network, he noted, so much as extended him a telephone greeting. He 
did get to see his show — after standing in line with other "tourists." 



One of network tv's biggest spenders gave these reasons for changing agencies: 

1. Too many people were switched around on the account. 

2. After the budget had been approved by the board of directors, the agency discov- 
ered it had failed to include network rate increases. 

Conversely, the president of this same account is credited with saying: "My policy is to 
milk an agency dry of ideas and then look elsewhere.'' 
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GEEf Let's try that 
toothpaste!" 

C..iiiiii,Tri:iU on W CNTV have 
a wav ofpclliii'; reMiIls l)C(\iiise 
\\ ('.N-'r\ profrraiiiiiiiiii; kfi-ps 
folks wide-awake, iiileic-led — 
antl ii tilclnni;. For prool, Icl our 
>|ie('iali>ls fill yoii in on some siir- 
pri-inp W C^N-TV ea>e liisiories 
and di-en>s your sale> problems. 

Put "GEE!" in your Chicago sales 



with 



WGN-TV 



Channels 
Chicago 



WEAR ye 




More listeners hear 

R /C»vD 1 O 

WINSTON-SALEM 

than the other three city 
stations combined 



WINSTON. SAIEM/ GREENSBORO/ HIGH POINT 



THE MARKETING VEEP 

[(.ontiniii'it jniiii jxific 27) 

liol.U its ;iiniiKil sales nirrtiiij: mi.l ill.- 
entire sales force of .'{..")()() men lieais 
all Jihont the aiK ertisin;: pinns for tlie 
ne\t \ear. 

"In Jannar\. ulien tlu-se plans 
into i)rint and on the air. we know that 
the entirr sales force is e(|iii|)|)ed to 
Use our ach ertisinji to its fullest mea- 
sure;' .saNS Hickiuor.-. "Our acher- 
tisin^' has heen shnped |)\ the re|)(.rts 
of these men in the field in the first 
|dace. and shaped l)\ the disision maii- 
aficrs durinj; its (le\ (dopnieiit, and pre- 
sented to the sales force in its final 
form." 

\ahisco"s ;id\ ertisinji aims nun dif- 
fer from tlio-c of Camphell ^ouii or 
I'hilij) Morris or other conqianies with 
a iiuirketinji \.p. at the head of its sale- 
and ad\ertisin>,' effort. Hut this giant 
lood firm's method of .sliapinji its ad- 
\ertisin<r i)laiis and its marketinj; \ .p.'s 
influence upon them is parallel to these 



othe 



com])anies. 



"In our case, the puri)o-e of our ad- 
\ertising is entirely to sell the con- 
sumers, since we have a suflicientK 
larg:c sales force not to retjuire the u^e 
of it n> a means for pushing distrihu- 
lion." I.ee Bickmore told SI'ONsox. 

"Hut we helie\e that all selling and 
all markets are local and that our sale- 
people in the field are alert to the needs 
of these markets. We've encouraged 
tl-.em to tell us specifically what they 
need in the way of advertising to -ell 
our merchandiM-. Hased on that phis 
our ad\ertising department ami our 
agencies, we determine what co\erage 
we need, he it da\tiine programing or 
local participations or nighttime net- 
work t\ or spot." 

If one of the agencies want- to rec- 
onunend a network t\ buy. it generally 
talk? to the ads ertisjng director, lie 
in turn would take it up with lii> de- 
partment and then, if con\inced of the 
value of this \ chicle, he would make 
the recommendation to Bickmore. 

"I then discus- it with our sales and 
marketing people to weigh their re.ic- 
tion. ?a\? Hickmore. 

The final okay ha? to come from 
Bickmore. hut if a sizable comniitinent 
is in\ol\ed. Bickmore would fir-t dis- 
cus it wit!i the executive \.p. and 
president of the company. I'reei-el\ 
the same ])Ettern holds true at (lanip- 
bc'l ^oup Co. 

iNctAvo: !i !;u\»: "Roser Greene con- 




*Wifh only 1_8 class "C" announce- 
ments .... 66,520 BUTTERNUT 
COFFEE can strips were sent to 
WSAU-TV 

Alfho ALL North Central Wisconsin 
was stripped — there's still plenty of 
COVERAGE: 

POPULATION 540,420 
TOTAL RETAIL SALES $567,064,000 
GROSS FARM INCOME $207,408,000 



msnuTu 




WAUSAU, WIS. 

OWNED AND OPERATED BY 
WISCONSIN VALLEY TEIVISION CORP 
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WDBJ 

for 33 years 

OUTSTANDING 



ROANOKE 

and Westertt Virginia 

RADIO 

by any measurementl 



li According to N. C. S. No. 2, 
WDBJ has more than TWO 
TIMES the DAILY N. C. S. 
Circulation of Station "B"; 
more than THREE TIMES the 
circulations of Stations "C" 
and "D". 

In the latest Roanoke Metro- 
politan Area Pulse Report. 
WDBJ has a 47% share of 
total morning audience, 43% 
share of total afternoon 
audience, and 38% share of 
total evening audience. 
Tune-in same periods is high: 
21.6, 23.8, 18.8. All figures 
are Monday through Friday 
averages. 

Ask your Peters, Griffin, 
Woodward "Co/one/". 



timioii^K sliop- new network tv sho\\-<,"' 
Philip 'Morris' Kos« Millhiser told 
SPONSOR. ■■ \?- marketing v. p., George 
\\ eissnian ha> to okay -ucli an exj)en- 
diture. Imt he is likely to rel\ on the 
rcconnnendations of the experts who 
report to him. Naturally, he will co- 
ordinate the recommendation with top 
sales and marketing executi\es. But 
in the last anal) sis. l^oger Greene is 
the expert in network talent and time 
negotiations." 

\ot onl) does Greene continuously 
^hop new network tv de\ elopment^. 
hut like the top advertising exeeuti\es 
at Caniphell and \abisco, he also ha>^ 
the big responsibilit) of being con- 
stantly on top of the changing agency 
picture. He keeps informed on the 
character and reputation of the agen- 
cies, creative accomplishments, account 
changes and other factors that would 
influence the choice of a new agenc) . 

The marketing v. p. would naturally 
be intimately concerned in an) new 
agency appointment at any compan) 
operating under this system. But the 
earliest eliminating and screening of 
prospective agencies, the preliminary 
evaluation of agencies' tv departments, 
for instance, would be handled by the 
advertising director and his people. 

B) the time the marketing v.p. en- 
ters the picture, there are likely to be 
no more than three or four agencies 
still in the running. 

Since the job of marketing v.p. is a 
new one, rarely if ever more than five 
\ ears old. there is no real pattern for 
a "topical marketing v.p.' nor a fool- 
proof training ground for such a posi- 
tion. These are some of the appoint- 
ments of the past two years: In 195.5. 
Hoffman Beverage Co. appointed 
Michael McCabe; General Electric, 
Jack 5. Belden; Lever Brothers' Pep- 
sodent. T. E. Hicks: Lipton. M. A. 
Riley: Pharmaceuticals, Irvin Dun- 
ston: RCA. B. M. Barrett, marketing 
director of appliances: S. J. Johnson, 
Robert A. Graef. marketing coordina- 
tor. 

In 1956. Pillsbury appointed Arthur 
P. Loomis. marketing manager: Helene 
Curtis. Jack Doran, marketing director 
for toiletries: General Baking. Stuart 
M. Lenz: White Laboratories. F. yi. 
Scliwenmier: Schlitz. John Toigo. 

Backjiround : Xabisco's Lee Bick- 
niore. a slender. ?teel-gre\ -haired man 
in his late forties, grew up in the com- 




GEE! That's some 

rug cleaner!" 

Commern'als on WG\-TV have 
a way of getting result'; — because 
\^'G\-TV programming keeps 
folks wide-awake, interested — 
and Hatching. For proof, let our 
specialists fill you in on some sur- 
prising \^ GN-TV case histories 
and discuss your sales problems. 

Put "GEE!" in your Chicago sales 



with 



WGN-TV 



Channels 
Chicago 




MY 
MOMMY 
LISTENS 
TO... 




More §OA<- GAChwig- 

Mommies and Papas Listen 
Daily to KiTE Than To 
Any Other Station^ 



-NCS i 

Coll Avery-Knodel, Inc. 



WDBJ 

AM • 960 Kc. • 5000 woHs 
FM . 94.9 Mc. • 14,600 watts 
ROANOKE, VIRGINIA 
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SET YOUR SIGHTS ON 

KSTN 

^1 Audience Getter 
in STOCKTON 

California 



Fact#l 

In Stockton Pulse May. 
1957 KSTN leads the sec- 
ond staHon by 45% 



Fact #2 



In Stockton Hooper 2nd 
Quartv 1957 KSTN leods 
second station by 71% 



Fact #3 



By off accepted standards, 
KSTN has been the "most- 
listened-to staHon" in the 
BIG STOCKTON MARKET 
for the past four years. 




GEORGE P HOILINGBERY CO. 



|);iii>. li^iiii: llinnijili llic muk- fium 
|)cirlcr in Idiilm in 1 lie 

hulk uf lli- N;il.i-rn , ;iirri « ill ln-l.i 
work, ^.cliitij;. 

l?;r(k in l*>IT. llic < niri|);in\ -r| n|) ,i 
inarkcliiif; (ii\i^i<>ii williin lli<- dc- 
|>;irliiiciil. Iicadcd n|> l>> ;i diicrlnr nf 
ninikdini: \\in< ic|)()il<'d to llic ^>di - 
\.|). \l linii'. llii- (lircdor of ad- 

Nfili-inj: n-|)orlc<l dirtvlK to lln- com- 
|)an\ |)r('>i(lcnl. and llicii" wa- no do-c 
lie-in liclwccn lln- two dc|)ai I iiuiil-. 

IViiknioic caiiK" into the lionic ollicc 
a- ^alf^ \.|). in I'J.'iO ami two >car> 
later, llie diretloi of ad\<Mii>in<; re- 
|>orled to liim. K\enlualK. line -ale-, 
niarkelinj; and a(Kerli-in^' (under llieir 
re-|)ecli\e director- I were lironjilil inlo 
line re|)orliiiji lo liiin. 

CanipI.ell Soup Co.V tall, yimu^i 
John McGliiui lunl a \er\ -iniilar ca- 
reer. He loo -larted with the coin|)aiu 
and ro>e throiijih the ranks via sellinji. 
McCliiui hecanie a (]ain|)hell retail 
!-alc^inan in I'hilaihdphia one \ear after 
Bickrnore -tarled with Nahisco in 
Idaho, lie then ro>e -teadil> lliroiijih 
sale- and product nuirketins: without 
ever heing either an achnan or media 
man specificalK . 

In March 19.^6 lie wa- a|)poinled 
v.p. in charjie of inarkeling. -ucceedinji 
Clarence F.hlridj^e. B\ ihi- lime (]am|)- 
hell Soup had heen operating; unch-r a 
pro(hict manager s\-tem for ap|)ro\i- 
ipatel) two \ears. a s\-tem ihe com- 
|>an\ continues to find ellicienl and 
suited lo its coiiliniiou- growth. 

Philip \h)rris" George W ei^-man ha> 
had a more ofT-heal career. \\'ei>-inan 
started out a- a new -pa|jerman. later 
>hifted lo p.r.. and had hi- original 
dealings wilh IMiiUp Morri- a- an ac- 
counl e\ecnti\e for l?enjaniin ."^onnen- 
her<:. puhlicih consullanl- for Philip 
.\h.rri^. 

Four \ears later. \\'ei>-nuin joined 
the client as assislanl lo the |)re-ident 
and director of |)uhlic relations. \nd 
half a \ear after lhal. in Januar\ I9.i3. 
he w as elected a \ .p. 

While Weis-man ne\er had am di- 
recl selling or a(Kerti-ing e\|)erient'e. 
he i- a 19.19 graduate of the Bernard 
r.aruch School of Bu-ine - of GCN^. 

\- a Phihp Morri- \ .p. o\er the |»a-l 
four \ears. he rapid!) hecame acli\e 
in helping to sliape coni|iaiu |)'.ilic\ for 
packaging, mark^'l re.-e:irch and new 
product de\ elo|in.eiil ?- well a- puhlic 
relations. ^ 



Foremost in 
LITTLE ROCK 

and Cetitral Arkansas! 




L c u <l e r > li i p 

"'' Hooper It" I^^o\o^ il. And het 
lh«- lal«'-l ''I'lilsp" whirh pi 
KVI.C U-adrr-liip in 180 oiil of i 



«]iiarl«T-li«iir 
Slotion 


- >»Cfkl.~ 

7AM-12N 


Slo. ■ A" • 


19 


Sla."B • 


13 


Sla. "C ' * 


10 


Slo. "D" 


10 


Slo.' E' * 


16 


K V L C 


22 


Sto. F- 


9 


•Network a" a 






popularPry durin; 



Cct the KVLC Succcjj Story fodiy! 
New York: Richard O'Connetl. Inc. 
South: Clarke Brov»n Company 
Chicago: Radio-TV Rep., Inc. 
Wejt Coajt: Tracy Moore & Associates 



KVLC 

LITTLE ROCK 
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bridge is the fastest way to cross a river. When you take it— you buy time. 



Agencies and advertisers buy time for the same reason — to get where 

they want to go — faster. Advertisers in SPONSOR buy 

space to sell their time faster because SPONSOR is their bridge— 

the quickest way to reach the advertiser-agency team that buys the time. 

At the prestige price of $10 a year SPONSOR delivered more of these decision making teams 

than any other publication in the broadcast field. But one of the 

unhappy practices that must be faced b\ all trade journals is 

the "routing list"". Many men receive their "routed copy"' as much as 5 weeks 

after the issue has left the press. In our opinion a good trade journal is the bread 

and butter thinking of the very top minds in the industry. If it 

is worth reading at all — it is to the best interests of every 

practitioner to receive his copy promptly and to give it his most serious 

consideration — AT HOME. 

SPONSOR — since its inception has been the most respected and the 

most widely quoted publication in its field. It has continuously ofTcred its readers 

more with e\'ery passing issue. Consistently a pioneer, it has 

decided — in an historic move — to pioneer in the "routing 

practice" as well. That"s why SPONSOR has 

reduced its rates from $10 to $3 a year. 

We believe that at this figure most ever>one now on a routing list and 
thousands of potential new advertiser-agency teams will become members of the 
ever growing family of SPONSOR READERS— AT HOME, 
and that it will be to the ultimate benefit of everyone involved. 

There will be no increase in cost per p^iue. 



THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



MlliHTTIME 

WSAZ-TV 

DELIVERS 1000 HOMES 

BETWEEN 
7:30 and 10:30 P. M. 

FOR $1.30 



The second station's 
cost per thousand 
homes is $2.39 
84% Higher 



The third station's 
cost per thousand 
homes is $5.42 
317% Higher 



AND ANYTIME 
WSAZ-TV delivers 
ONE THIRD more 
total homes than 
both other 
Huntington-Charleston 
Stations COMBINED 

Source: J„. 1957 ARB 
All fi9ur«» iMMd on 
260-time trcqusncy 




Tv and radio 
NEWSMAKERS 



^^^^^^^ William E. Coyle lia^- been named direc- 

tor of ^ales for WRC-TV, W'ashington, 
» I D. C, and Joseph Goodfellow pro- 

inoted to station manager of WRC Radio, 
^ ^ according to an announcement made this 

week by Carleton D. Smith, general man- 
ager of the two \BC owned and operated 
stations. Co\ le joined XBC \^ ashington 
in 1956 as director of ad\ertising. promo- 
tion and pubHc relations for both radio and tv outlet?. He w ill con- 
tinue to be responsible for the public relations, promotion and ad- 
vertising plans for the two stations along w ith his new duties. Before 
joining XBC. Co\le was promotion manager for the Washington 
Evening Star. Goodfellow. who mo\ed up from the director of sales 
post, joined XBC in 1949 as an account executive, then served as 
Eastern sales manager before moving to XBC \^'ashington. D. C. 



2T.B.O. l^BTWOHS 



CALL YOUR KATZ MAN 



Thomas H. Bateson's promotion to \ice 
president of the Yankee Division of RKO 
Teleradio Pictures was announced this 
week by Xorman Knight, president. Bate- 
son has been director of national sales and 
sales services for \^'XAC. "^^XAC-TV. Bos- 
ton, and the Yankee Xetw ork in Xew Eng- 
land since 195.5. He left Xortheast Air- 
lines to join Yankee's sales promotion de- 
partment in April. 1951. Four months later he was made national 
sales manager. In the aviation industry Bateson began as reservations 
agent with American Airlines in 1944. He joined Xortheast the fol- 
lowing \ ear as manager of reservation service and worked his way 
up to sales manager. Yankee says that under his direction the na- 
tional sales operation has so expanded each year that \^'X AC-TV 
is second in the entire country in national spot business this \ ear. 

Edwin Cox, former \ ice chairman of the 
board at Kenyon & Eckhardt. has been 
elected chairman of the board to replace 
Thomas D'Arcv Broph\ who has retired. 
Rejdacing Cox on the executi\c conniiittee 
is Donald C. Miller, senior vice president 
and co-director of account management. 
Cox joined K&E in 1933 and was elected 
a vice president in the following year. He 
became senior \ ice president in 1946 and \ ice chairman of the board 
last \ ear. He began his advertising career as a cop\ w riter for A. \^ . 
Shaw Co., Chicago, where he sta\ed six-and-a-half years and became 
assistant director of ad\ertising. He then became ad manager for 
the Celotex Co. In 1928 he joined Leimen Mitchell. Xew York, 
three years later nio\ ed to Y&R and finalh to K&E. Active in extra- 
curricular advertising work, he is a direetor-at-large of the 4 .\'s. 
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you MfGin CAST I 

BUT. 

AMERICAN RESEARCH BUREAU 
MARCH 1957 REPORT 
GRAND RAPIDS-KALAMAZOO 



iiiOiJi ELY /fPi rt^:K^:r''^ 

, . YOU NEED WKZO-TV 

TO "MAKE THEM BITE" IN 
KALAMAZOO-GRAND RAPIDS! 





Number of Quar+er 


Hours 


TIME PERIODS 


With Higher Rat 


ings 




WKZO-TV Sta 


tion B 


MONDAY THRU FRIDAY 






8:00 a.m. to 6:00 p.m. 


143 


57 


6:00 p.m. to 1 1:00 p.m. 


94 


6 


SATURDAY 






8:00 a.m. to 11:00 p.m. 


50 


10 


SUNDAY 






9:00 a.m. to 1 1:00 p.m. 


40 


16 



Tiiko a look at tlios,^ :Marfli IP.i. 
WKZO-TV is first ill :j-J7 out < 
rv^7^; of thf tinu: 



ARB fi'_Miiv> 
t' 41 G fiiiartc 



Tr-|,.^ 



at tlie Ip: 
• Iioiirs 



Cliaii 



itlel 
■1 3 
= of 



^ JIL WKZO-TV — GRAND RAPIDS-KALAMAZOO 

WKZO RADIO — KALAMAZOO BAHLE CREEK 
I WJEF RADIO — GRAND RAPIDS 

%^!\ WJEF FM — GRAND RAPIDS-KALAMAZOO 
" ' KOLN-TV — LINCOLN. NEBRASKA 
Associated with 

wmbd Radio — PEORIA. Illinois 



\VK/()-TV is tlie Oflu-ial F,;isi,- CP.S 
for K;ilninazoo-(;i-aii(l Hapi.ls. Toln-a 
with lOO.OOO watts from a KW tow 
America's top-'JO T\' markets nv, r GCHkoihi t>hri^ion 
K I)n))>(.< in WrsttDi Michigan and Snrthrrn ImUnna. 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 

M/fl TV 

Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 

Avery- Knodel. Inc.. Exclusive National Representatives 



"Jack Crossficld. ^an Fran. 



icorld's record. 
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SPONSOR 
SPEAKS 



How to defeat fee tv 

The FCC luis tciken a step wliiVli is more complex tlian il 
look> oil the siirfcice. It lias on the one liaiid yielded to imre- 
niiltiiig prcs>ure from fee tv forces hy agreeing to accept 
ai)plications for a "te>t." Yet on the other hand it has pro- 
vided for a linig enough delay before the test ^o that anything 
can happen in the interim (particidarly congressional intcr- 
ccs>i()ii). Indeed we can well imagine the cpiestioii of fee vs. 
free tv heconiing an issue in the 1958 Congressional election. 

Despite the iiuiiiy obstacles fee tv still faces, however, the 
FCC s decision represents an entering wedge. If the fee tv 
forces i)lay their hands correctly during the next few years — 
and do not reveal their full economic power to bid the best 
free programing away from the public — fee tv may coinc into 
full- powered operation. 

This would be a disaster. 

It would he a disaster to the public which would soon find 
itself paying for what it now can enjoy free. 

It would he a disaster to business which today relies 
heavily on free television as its open channel of sales coni- 
mimication with the public — a channel whose existence has 
helped underwrite nmcli of the post-war marketing expansion. 

It would he a disaster to stations who would find them- 
selves required to program in the public interest while at the 
same time linked with cash-box operators who have had little 
previous experience in holding a public trust. 

As si'ONSOl! sees it stations are remiss in their public re- 
sponsibilities if they do not actively fight fee tv. 

In particular, oii-the-air editorials should be used to ex- 
plain the fee t\ daiigei. These need not be long. A few words 
following station identification may be more effective. Each 
station will know best how to speak up against fee tv in a 
iiuiiuKM- appropriate for its own comnuinity. 

Such a campaign, carried out intelligently, can go far to 
create^ a rlinuite of public and Congressional opinion in which 
fee tv (broadcast variety) would be removed as a threat to 
the American system of broadcasting. 



6 



-r, THIS WE FIGHT FOR: //ow large is your 
bmlgpt for radio and tclerisiou coinniercials? 
j 111 the press of deeisiou-iunking for programs 
and time, don't forget the si?igle most important 
^ air media b(?sic: the eoniniereial is the pa' O^. 



lO-SECOND SPOTS 

Mild West: NTA's new television se- 
ries, Man Without a Gun, is billed as 
an "intellectual Western." Yippee. 
Egghead rides again! 

Whole in one: Slenderella Salons are 
adding products to service — bras. 
1-read and cookbooks. In addition to 
their spot radio campaign, one rep re- 
marked he'd like to see one all-encom- 
passing tv commercial showing a 
■■good looking doll in bra and girdle 
reading a rookhook while eating Slen- 
derella bread spread with non-fatten- 
ing jelly." 

No-see-um: A press release from Of- 
ficial Films announcing its plans for a 
tv series based on H. G. Wells' The In- 
visible Man says. "No star has been 
selected as yet." Hardly seems neces- 
sary if he's going to be invisible. 

Potable tv: Video tape inspired Pro- 
gram IManager Douglas Elleson of 
KKON-TV, San Francisco, to invent a 
VTR (\'ideo Tape Recording) cock- 
tail. Elleson interprets VTR to mean 
vodka, tequila and rum, but he is keep- 
ing the actual recipe a secret. And 
let's hope it stays a secret. 

Burma: U. Pe Thaw, director of Bur- 
mese Broadcasting Service, had a tour 
of NBC with Harvey Fondiller of NBC 
press department, and dropped these 
bits about Burma radio: There is one 
station, no call letters: it programs in 
Burmese, English and three native dia- 
lects. Station, founded in 1946, has 
no commercials now but hopes to in 
next few years. Working on the rate 
cards? 

Eastsrn pop: WWDC. Washington, 
reports great success with a disk album 
titled "Port Said" by Mohammed El- 
Bakkar and his Oriental Ensemble. 
Only protest comes from d. j. Art 
Brown who says, "Titles like "Geena 
Gbanneelak,' "Bint 11 Geran' and 'Banat 
Iskandaria' make me real unhappy." 
They dont make sponsor's linotyper 
happy either. 

Softies: For Lever's Dove toilet bar 
commercials on Art Linkletters House 
Party, a pair of doves was flown from 
N. V. Idlewild Airport to CBS TV in 
Hollywood. We can just hear some old 
bird say, "Before tv — uhen I uas a 
fledgling— I used to fly to uork, not 
ride airlines." 
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WTIC-TV 



Landsude! 



€ • • o 9 • e 



TIME 




NETWORK STATIONS 


TOTAL SETS 


P.M. 


WTIC-TV 


"A" 


"B" 


"C" 


IN USE 


7:00-7:30 


41.3 


5.5 


6.3 


5.5 


58.6 


7:30-8:00 


38.8 


10.1 


7.1 


4.9 


52.7 


8:00-8:30 


39.1 


8.6 


8.6 


9.8 


67.6 


8:30-9:00 


38.9 


6.1 


9.2 


14.6 


71.0 



Results of Special ARB Television Rating Survey — Metropolitan Hartford area — 7:00 to 9:00 P.M. 
Monday, September 23, 1957 



For details call Irwin Cowper, WTIC-TV General Sales Man- 
ager, or your nearest Harrington, Righter & Parsons man. 



WTIC-TV 

HARTFORD, CONNECTICUT 
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OF SPONSOR 
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HE WrCKLY MAGAZINE TV/RADIO ADVERTISClRS USI 




OF THE 
MEMPHIS 
TRADE AREA 
IS 



iecjro 



and the only way 
to reach them is with 



WDIA 



COVERS THE "GOLDEN MARKET" OF 1,230,724 NEGROES^ 
NEARLY 1/10TH OF AMERICA'S TOTAL NEGRO POPULATION! 



6th ANNUAL 
NEGRO MARKET 
SUPPLEMENT 

Tlii- edition conki in-, 
ii) jdditioii to the f(d- 
lou iiip ill tide-. < a-<' 
lii-t(»ri('>. iKilioiKil ;id- 
\erli-cr« ii-iiip Xc^ro 
t;idio, -tJtioii d.ita. 



Negro market: 
why buyers are 
looking twice 

Page 3 



Agency analysis: 
Admen tell why, how 
theybuyNegro radio 

Page 6 



Negro stations: 
they work with and 
sell the community 

Page 10 





The ledJing Negro air personalities in the East are now or> 
WDAS In this part of the country, WDAS has all the important 
talent. 

It's a foregone conclusion that outstanding Negro personali- 
ties make WDAS the nation's top Negro station Their names, 
and the names of their shows, are household words among 
Negroes. Their commercial appeals are personalized to sell 
your product most effectively. 

We believe that the total years of service of WDAS' Negro 
personalities is the highest anywhere. Year in and year out, 
our talent's day by day exposure to our listeners builds audi- 
ences . . large responsive Negro audiences with an ingrained 
WDAS habit. With programs that have been consistently top- 
rated by Pulse. WDAS has more Negro listeners than any 
other Philadelphia station, network or independent. 

Every advertiser interested in the heart of the great Delaware 
Valley must be interested in its vast Negro population 
(America's third largest) With its proven audience appeal . . . 
with Its active CONTINUING COMMUNITY SERVICE program 
. . with Its aggressive PROOF OF PERFORMANCE MERCHAN- 
DISING service . . . WDAS is your key to the 600,000 plus 
Negroes m the Metropolitan Philadelphia area. 

To sell Philadelphia's Negro market, join this group 
of advertisers starting the Fall season with WDAS: 

Anahist Contadina Foods 

Beechnut Gum Freihofer Bread 

Budweiser Beer Gillette 

Camels Lucky Strike 

Carnation Milk Quaker Oats 

Carolina Rice Schmidt's Beer 

Coca-Cola Wrigley Gum 



( 





Belmont Avenue and Edgely R 
Philadelphia 31, Pennsylvania 
Phone-TRinity 8-2000 



Pulse 
March "57 



Jgro Ratings 

Morning 
Afternoon 
and 
Night 

in Results 



For Local Advertisers! 

TWO BIG 
REASONS WHY 

23 

of America's Finest 

national products have 
added schedules to 
W J L D since September 
1956 

to 

Sell to the vast 240,000 
strong Negro market of 

Metropolitan 
Birmingham. 



May we work 
for you, too? 



WJID 



AM 
FM 
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BIRMINGHAM, ALABAMA 

The Nation's Finest 
Negro Radio Station 

Represented by FORJOE 



SPONSOR PUBLICATIONS INC. 

combined with TV. Exccative. Editorial. Circu 
lation and Advertising Offices: -10 E. ■)9th St 
(49th & Madison) New York 17. N Y. Tele- 
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gfe copies 20c. Printed in U S A. Address all 
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SPONSOR Publications Inc. Entered as 2nd class 
matter on 29 January 1948 at the Baltimore 
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Copyright 1957 
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CHANNEL 3 

DELIVERS THE 

NEGRO 
VIEWERS 

IN THE 

SHREVEPORT 
MARKET 

With NBC and ABC 
Programming PLUS 

Nat King Cole 

Wednesday & Friday 

Night Fights 

Shrevcport Negro 

C. of C. Program 

Ink Spots 

The Red Heads 
^ Duke Ellington 
^ The Guardsmen 

Lionel Hampton 
* Mr. & Mrs. 88 

Your BONUS Station 
with Maximum Power 

KTBSX 



CHANNEL 



SHREVEPORT 
LOUISIANA 

E NEWTON WRAY, President & Cen. Mgr 

NBC and ABC 



Edward Petry&Co., Inc. 



SPONSOR negro' ISSUE • 28 SEPTEMBER 1957 



1 



3/2 MILLION NEGROES WITH 
5 BILLION DOLLARS TO SPEND! 



NEW YORK 



YOU CAN REACH THEM 

only with these Rollins Stations 
at a New Low Cost 



ALL FIVE 
BIG ROLLINS MARKETS 

COMBINED—FOR AS LOW AS 



^36.90 



... on the ROLLINS 
''SINGLE TRACK" PLAN! 




when you buy all stations 
when you buy . . . stations 
when you buy . . . stations 



WNJR 

Newark, N. J. 
5000 watts 

The only All-Negro station in 
the world's biggest and richest 
Negro market — New York! 



CHICAGO 



Harvey, III. • 1000 watts 

The only All-Negro station in 
the Chicago area ... the enor- 
mous, rich No. 2 Negro market! 




ST. LOUIS 

KATZ 

5000 watts 

The only Negro station in 
St. Louis, the 4th highest Negro 
income area in the nation! 



NORFOLK 

WRAP 

5000 watts 

The only full-time Negro sta- 
tion in Virginia ... the No. 1 
All-Negro station in the State. 



INDIANAPOLIS 









Contact a ^ 


NEW YORK OFFICE: 565 Fifth Ave., OXford 7-7040 
CHICAGO: 6205 S. Cottage Grove, NOrmal 7-4124 
ST. lOUlS: Arcade Building, CHestnut 1-6000 


5000 watts 


Rollins Man at . ^ . , 


The only regular Negro pro- 
gramming within the prosper- 
ous Indianapolis trading area! 
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SPONSOR'S SIXTH 



ANNUAL NEGRO ISSUE 



l.THE NEGRO MARKET: why 
buyers are looking twice 

Markoliiij; iiu'ii and iiirdia |><m)|)1<' arc takiii«j: a loiijr in'w look at llic 
17 million iV<'j;ro<'s and llit'ir pnreliasinj; power. 'Du'V a>k : do von 
sell iVe«rroes with mass media, with sp<'eialized ap|)eaK or — I)olIi? 



EsNen in marketing It'rnis, the \egro 
li\e:; in a segregateil world. 

But most national advertisers, de- 
spite tlieir awareness of various mi- 
nority groups within the mass, tend to 
use mass media lo reach evervone 
rather than speeiali/ed merha to reach 
certain segments of this mass audience. 

Their h)gic: We cover evervone — 
bhack, white, green or red. Cathohc. 
Jew or Holy Holler- \n hen we hnv na- 
tional mass media. ^>o why segregate? 
Why hu\ specialized mass media, such 
as iXegro-appeal radio? 

Actually, there are several ap- 



by Jane Pinkerton, projerl cilitor 

proiithes to the huyiiig of such a mi- 
noritv -appeal medium as \egro radio. 

• ^^ome advertisers mannfartuie a 
product identified particularly with one 
group. In the Negro market, the more 
ohvious tvpes of radio spon.-or are the 
hair and cosmetic producl> manufac- 
tured speeifieallv for iNegro use. 

• Other advertisers produce general 
items which have special appeal to l!ie 
.Negro even though the product is di^- 
Irihuled ami consumed hy non-Negroes 
as well. Lard, for example. hit-< a 
much higher rate of consumption 
among Negroes than whiles. Nearo 



vsomen nnl onlv Imv more lio^i< r\. 
llie\ pav more for it. I lie con^nmp- 
lion rale of meal, poultrv and salt 
among nianv other food product* i* 
far higher among Negrof* than whilc-i. 
The\ also >pend more on their fjothing 
generallv spcakini;. hoth in tf-rm* of 
clothing eo>l and in prn ••nlage of total 
disposal. le income. 

• Still other ad\erli-<T» ha\c -pecial 
marketing prohlem^ or pnhlie rrjalion* 
prohlenis which lead lo ^election of 
Negro media. F^-pre>entati\ e ea-e- for 
each of tlx'-e silnalions might he: ( 1 I 
a sudden drop-off in product di<lrihu- 




NEGRO MARKET continued . . . 

Fftrtors in a(bnen''s rc- 
apprahal of this mar- 
Let: liiglier nagos, luoiv 
diversified em ploymeut^ 
more education, moves 
to the bigger cities 






Cheesecake and popularity are big audi 
ence getters everywhere. W'MRY, New 
Orleans, atvarded prizes to these queens 



Business, industry leaders in Aegro 
community cooperate in programing 
roncepted with JT'MFS, Chattanooga 




Ad specialist in Aegro market is 
Robert Leatherwood of Detroit who 
analyzes appeal of disk jockey 



tion in Negro neighborhood food or 
drug stores; (2) the emergence of a 
Negro dealer as No. 1 in his market. 

• Then there are the advertisers 
who use both a shotgun and a rifle ap- 
proach in their advertising. Tliesp will 
buy a general-appeal schedule supple- 
mented with a bolstering tactic in spe- 
cial-appeal media. 

Even though the great majority of 
national advertisers tend to ignore the 
specialized market there's continuing 
progress. Biggest change is a grow- 
ing awareness by national advertisers 
that the Negro market has potential for 
them. More companies — clients and 
agencies alike — are beginning to look 
more closely at their sales potential 
among Negroes. 

What is this potential? It varies 
from product to product, of course. 
But in general terms the Negro market 
profile looks something like this: 

Population: There are 18.2 million 
Negroes in the U. S. — more than the 
combined populations of New York, 
Chicago. Los Angeles and Philadel- 
phia, ^'ith the continuing migration 
of the Negro — from South to North, 
from rural to urban areas, from small- 
er cities to big industrial areas — many 
cities have shown a recent astronomi- 
cal gain in Negro population. 



Examples: Between 1940 and 1955, 
the New York metropolitan area Negro 
population grew bv SS^r ; Chicago, 
IGO^f : Washington,' D. C, 107%; De- 
troit. 146% ; Los Angeles, 347%; San 
Francisco-Oakland, 831%; Cleveland, 
137%. (Figures are from Ebony 
magazine. June 1957.) Some of these 
statistics cannot be ignored by the ad- 
vertiser who wants to reach the Negro. 

What are some other trends? 

The number of Negro students in 
high schools, colleges and universities 
is increasing rapidly as income levels 
rise and as more facilities become 
available. Income is on the rise, too. 
In some cities, such as Detroit, Negro 
income is about 90% that of the white 
— almost S5.000 a year. Nationally, in 
1955 the non-white median wage or 
salar) for men was $2,418: the \\hite, 
S4,331. Nationally, 99.97^ of non^ 
whites earn less than $7,000 a year; 
91.8% of the whites. Some 47% of 
non-white men earn from $2- to $7,- 
000; 62% of the white men. 

Negroes are moving into new jobs, 
too. W^ith the shift from rural to urban 
and from small town to big city, the 
Negro is getting more responsible jobs 
which require greater manual or pro- 
fessional skill. In 1948. one in five 
Negroes worked in agriculture: today, 
it's down to one in seven. 



These trends indicate one thing for 
a manufacturer or producer: a large 
unified group which now has more 
buying power, more sophisticated con- 
sumption patterns, more economic and 
social stability, more education and 
know-how. This is why advertisers are 
taking a second look at the Negro. 

Income levels: Let's look at the in- 
come pictures of Negro and white. For 
the Negro, the pattern looks something 
like a triangle with the point at the top 
— a heavy bottom layer of low income 
people peaking upward to a small num- 
ber of high income earners. In con- 
trast, the Avhite pattern looks some- 
thing like a diamond set on end — 
points at the top and bottom and peak- 
ing out in the middle. There is a rel- 
atively small group of the lowest and 
the highest earners, the largest group 
being in the middle. 

But the Negro pattern is changing 
slowly into a diamond shape as income 
levels and consumption patterns rise. 
The lowest income people are moving 
into this middle majority area. So 
predicts Clarence Holte, director of the 
Negro marketing division of BBDO, 
New York. 

On many items, the Negro spends 
far more proportionately than does the 
white family of the same income. One 
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study circiilatod by Ebony magazine 
and conducted by the University of 
Pennsylvania shows these comparisons. 

Analysis of Negro and white fami- 
lies shows the average after-tax income 
of Negro families was 66*"^ that of the 
white families. Yet the Negro spent 
71.B/r of what the white families did 
on food: 92. on alcoholic bever- 
ages; 829^- on fuel and light (see addi- 
tional figures in chart below). 

The Negro credit is good, too. Some 



337r of ail Negro fnniiiie^ own their 
own homes. A Savings and Loan As- 
sociations report on Negro and white 
home financing shows these com|)ari- 
sons : The average white conventional 
loan, Sl.oOl; average Negro. S4,721 ; 
average white GI loan, S5.726: aver- 
age Negro GI, S5.6-19. 

The ie|)ort added: Negro loans pre- 
sented no more of a collection |irobiem 
than those of other mortgagors: more 
than 50^f of the loans |)aid in advance 



Comparison of Negro-WTiite i-onsimiption patterns, 
all income groups, uriian. I9.'>() 





Negro 


White 


Negro as 
0^'^Wh^te* 


Niinilicr of families in sample 


1,294 


11,136 






$2,605 


S 1,051 


6J.3'"c 


Average expenditure on total 


$2,614 


?3,938 




con^imiplion 






66. r' 


Total con>i(mplion 


100.0% 


lOO.O'-c 




1. Food 


31.9 


29.0 


71.8 


2. Alcoholic beverages 


2.3 


1.7 


92. 1 


3. Tobacco 


2.1 


1.8 


81.2 


-J. Howsfng 


11.3 


11.5 


65.3 


5. Fuel, light, etc. 


5.0 


1.1 


82.0 


6. Household operation 


4.1 


1.7 




7. Furnishings & equipment 


7.2 


6.8 


69.9 


8. Clothing 


13.6 


11.3 


79.8 


9. Automobile expenses 


7.0 


11,9 


39.1 


10. Other transportation 


2.6 


1.7 


103,0 


11. -Medical care 


3.7 




16.2 


12. Personal care 


3.0 




91.9 


13. Recreation, etc. 


4.8 


6.0 




14. .Miscellaneous 


1.1 


1.5 


.5L7 


^ - The perwniaKes In this column are raiius 

No"r'Lil!M'"»? the Omsuincr M jMs "t'hy'lTO 
.lamiar5 Kebniao, 19 j? : Pase ll j. Vol 35. 
Kniroe- Kl.onv Magazine. June, in:>7 


Phlla.lelrhi*. I nlre 


"it"' Kra%Vs"^""'llJr>"ir' 


O'rrfsponding .lar 

19561 
J llu<lnffi RfTiw 



of the dne date ns. ti- hchi b> Negroes. 
Ocdit .standing: Savings, and loan 
associations rcjiort tlic\ make more 
home loans to Negroe- than to all 
other t\|)es of lenders combined. Thc-e 
institutions hold more than .S2.3() mil- 
lion of Negri) home mortgage^, more 
than r)C/r of the I . S. total according 
to the I . S. Sa\ings and Loan I>eagne. 

These |iatterns in income, popula- 
tion, migration and btning habit- are 
the rea>ons wh\ the .\egro market, as 
a ?e|)arate entity from the total market, 
is getting the liarde-t marketing |)n-li 
ill it- hi-ti>r\ . 

Who - doing the |iu-liiiig'.'' Negro 
media, priiuarih . 

I liere are verv few \ei:ro adverti— 
ing agenrie- ami mo-t of tbe-e are 
o|u-rated |)n-ttv iiiueli out of a | hone 
booth. There are few \e::ro market- 
ing (•(»ii-ultants on the |)a\ri>ll of lari:e 
general advertising nizeneie- or mami- 
fartnrers. ^o iin.-t of the -elling of 
tlii- conce|»t i- being done bv media 
aiul their sales repre-iMitativ es bv Ne- 
gro -tation- and their re|ire-eiitativ e-. 
bv iiew-|)aper- and magazine- in the 
\egro field. 

There'- a breakthrough here. too. 
however. .More iiiaiiiifartnrer- are hir- 
ing Negro field men and Negro mar- 
tl'lcase turn to f>n^e 3S 



2. AGENCY ANALYSIS: admen tell 
why and how they buy Negro radio 



They look for slroiij^ local personalities, stations with impact in 
their communities, merchandising^ in Negro stores, solid results. 
Buyers like stations with Negro market savvy and loyal listeners 



I here are 154 national advertisers 
cited hy the iXegro radio stations them- 
sehcs as spending the most money in 
Negro-appeal radio. They're listed 
elsewhere in this section in the order 
of the mentions they received. 

Outdistancing the others in terms of 
mentions was J. Strickland and Co. for 
its Koyal Crown hair dressing, a prod- 
uct identified exclusively 'with the Ne- 
gro consumer. But the runners-up — 
Carnation and Pet Milk, Wrigley gum, 
SSS tonic — have general distribution 
and general consumption even though 
they know they have unusual strength 
in the Negro realm. 

Analysis of these 1.54 top advertisers 
in the Negro radio market shows the 
following: Most of the Negro radio 
schedules and money is coming from 
food products, 47 of them, followed by 
drugs with 35 and beer, ale and wine 
with 20 different companies. Other 
categories: cigarettes and tobacco, 13; 
cosmetics. 12; household items, 11; 
gasoline and oil products, 7; miscella- 
neous. 4; automotive, 3; magazines 
and insurance, 1 each. 

In the following report you'll find a 
compendium of advertising agency 
thinking why some agency executives 
buy Negro-appeal radio as part of an 
over-all general buy and why others 
bu\ it as a very specialized medium. 
They represent various companies with 
\arious ty])cs of services and/or prod- 
ucts. In each case, the media selection 
is the aftermath of a marketing analy- 
sis. 

Here is some of the philosophy of 
the person w ho directs the purchase of 
Negro radio or who carries out such a 
media decision. 

Sinclair Ilffining: T\pical of the 
school of advertising which looks on 



a mass audience without regard for its 
composition in terms of color is Wil- 
liam L. Wernicke, vice president of 
Morey. Humni & Warwick in New 
York. 

Wernicke is currently directing 
what's believed to be radio's biggest 
buy — 10,000 spot announcements a 
week for a full 52-week schedule on 
some 900 stations — the selection of sta- 
tions based mainly on local coverage. 
In specific areas, Negro stations were 
selected, but only when such a station 
fits naturally into the local radio cov- 
erage pattern. The client is Sinclair 
Refining Co., which recently put its 
entire broadcast budget into radio — 
local radio — to give the widest cover- 
age of local motorists with no attempt 
to draw lines between white, Negro or 
any other group. 

Here are some of Wernicke's con- 
cepts in discussing the Negro market 
as a specialized audience contrasted 



with the total mass market. 

''We're advertising for everyone — 
all races, colors, creeds, all age groups 
and occupations. With a massive 
schedule of 900 stations there is little 
need for microscopic segmentation of 
splinter groups. Of course, every rea- 
sonable effort is made to select sta- 
tions that enjoy stature in their mar- 
kets — stature with respect to total au- 
dience. And since any total is the sum 
of its component parts, it follows that 
the general coverage pattern will in- 
clude its fair fraction of all lobate 
groups of lesser magnitude." 

But these conclusions are based on 
this particular product's needs. Gaso- 
line, unlike many items, has a very 
generalized distribution and consump- 
tion pattern. But even gas, under cer- 
tain circumstances, would find a higher 
rate of distribution (service stations) 
and usage in some areas among special 
groups making up the whole market. 



Admen explain how]~their specific accounts rei 



Douglas Humm 

Charles W. Hoyt 



William Wernicke Sol Israel 

Morey, Humm and Waruick N. IT. Ayer 
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NW'riiickc thinks iiuiin products, he- 
cimsc iif ([iiiilif) iiif; clfiiit'iits. could 
lu'iicfit from the iim- of .specialized 
Nefiio nidio. lUu lie thinks most prod- 
ucts iiiiiinifiK'tiircd 1)\ national a(l\er- 
tiscrs the niass appe;d items such as 
ci;;arettes, breakfast foods, soaps, cars 

•lain their advertisiiijr and sales 
goals 1)\ use of mass media in a judi- 
cious mainier. 

Is it worthwhile to make a spec ial- 
i/ed appeal to certain aiidienee se>;- 
meiits aftiT \ou've made Nour initial 
impact with mass media? Yes, ho sa\s. 
He sees specialized radio as a supple- 
mental medium assumin<: the sales po- 
tential and the advortisinjr budget are 
both |)ermissi\o. After the major 
bases have been touched a national 
aiKcrtiser could well look into develop- 
ing a market iii the specialized area 
of the Xegro, says Wernicke. 

An analog) might he this: Almost 
CNcryoue eats fish so a frozen fish |)ro- 
(lucer might well try to sell cvervone 
on the idea of consuming his product. 
Hut su|)pleiuentall\ it might be a good 
idea for this same producer to trigger 
his advertising more specifically to 
Catholics. If there were a Catholic- 
ap|)eal medium, it. as a sound second- 
ary 1)U\. would |)inpoint the specific 
market and add impact. 

In the Negro area. Wernicke thinks 
both buyer and ?eller need to shar|)en 
u|) on their comprehension of this spe- 
cial market and their use of it. 

''Too man\ sellers sell on the basis 
that theirs is the only medium which 
reaches the local Xegroes. Tliis just 
isn't true. .Maybe their station reaches 
Xegroes best, but this takes jiroof 
(Please turn to pap:e 361 



4egro-appeal radio 



Sam Vitt 

Doherty. C I iff or d 
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Remote crew, siirh as this 
one from ITIOK, Tampa, 
sors into local iieiiilibor- 
hoods, ties bonds tiiihtcr he- 
iwrrii station and conimii- 
nity. Announcer Jerome 
Tate tallis with passersby, 
piles sponsors extra identity 



More than 40,000 listeners 
to IT LOU. Loiiisrille, regis- 
tered for prizes in station s 
fifth anniversary celebration. 
Winners abore received more 
than S 1,000 worth of valit- 
ahle items in the promotion 



Armour Star lard, which 
bn\s selected \egro sta- 
tions, pot liean in-store pro- 
motion from Kinp Bee, dj 
at IT RML, Macon, lie broad- 
cast from store of a large 

viewed shoppers at display 



666 cold preparations arid 
irtra Skin Tone cream, 
both big sellers in the N c- 
gro market, are featured in 
store display by H OK Co- 
lunibia, S. C Sponsors like 
store broadcasts for traffi'- 
and personalized mention 




3. CASE HISTORIES: 

stations report sales 
and audience results 



These suiiiiiiaries from all parts of the country show 
how every type of advertiser, product and service 
gains sales, good will or traffic with Negro radio. 
In this medium, too, consistency and personal selling 
pay off for the advertiser who pre-plans drives 



livery advertiser is interested in 
local-level proof of performance. Per- 
haps, because of his distance away 
from the scene of the advertising, the 
national advertiser is even more intent 
in determining a Xegro station's local 
standing. The local advertiser, be- 
cause he is located in the community 
and has da\-to-dav evidence of the sta- 
tion's status, knows without even ask- 
ing what type of response he is likely 
to get. 

Stations answering sponsor's \egro 
market questionnaire included many 
local case histories — reports which in- 
dicate in terms of sales performance or 
of audience reaction that the advertiser 
is getting the results he seeks. Here is 
a cross-section of these case histories 
as to type of product or business. 

Retailers' proniolion: When the 
Broadway Pharmacy in Gary, Ind., 
celebrated the grand opening of its new 
super drug store, 14 other retailers in 
the same block joined in advertising 
on WJOB. They contributed S2,.500 
for sponsorship of the Dizzy Dixon 
Show for 12 days from 2 to 3:30 p.m., 
broadcast as a remote from the phar- 
macy window. Dixon played records, 
interviewed guests, gave away prizes 
and introduced recording artists. 

In a two-week period, more than 
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10,000 |)f.)|)l.< ^]>ht^i\ the (liiiu ^torc t.. 
Wiitrli the jiiifl tiiillic in oilier 

stores was simil.irU far al>o\e normal. 
\ Mexall Ci>. re|)reseiitati\e, wlio sup. 
plies ilie driij: store, saiil it uas the 
most "speclaciilar" jzrand opening li(> 
had e\cr seen. And the eooperatinj: 
retailers were so impressed with their 
trallie and sales that they plan to staizc 
the athertisinjr ajiain as a pre-Christ- 
inas promotion. 

lUvv: WKDL. Clarksdale. Mi>s.. re- 
ports these sales results. Oorte^^ 92 
beer showed an increase '"from one to 
\.r)0{) cases after the first month of 
advertising." Such is the sununar\ of 
Charles Ilaik, niana<.'er of the Iligl'dife 
Beverage Co., which distrihutes three 
major beers there. 

Clotliiii<;: Audrey Josephson, mana- 
ger of the Darling Shop in Memphis, 
comments on her air schedule on 
W LOK there. 

"About a %ear ago we started adver- 
tising on WLOK. using 20 one-minnte 
announcements a week. The results 
have been wonderful, sometimes almost 
unbelievable. It seems thai almost any- 
thing we advertise in ladies' ready-to- 
wear, millinery or children's clothes 
gets immediate results. 

"WLOK is the only advertising we 



do in the citv of Memphis outside of 
onr o\Mi \Niii(lo\\>. on Main ~s|rrrl." 

r<.o<l product: WW KL, \.•^^ ^o.k. 
combined oii-tlie-air ad\erlisinj wiih 
in-store promotion to pn>.h (iariialion 
.Milk, now •'lire leading seller in \<-gro 
neighborhoods in Ncnn York." 

Carnalion bought a sclie.hde of one- 
miiinte aimomicenienis on the station's 
fonr leading programs through LrvNin. 
\\asr\ v\ Co. advertising agenc y. Mrs. 
Alma \ e->els John, who condiu Is 
\\ W l\L's llotnenut/cers Club, was cho- 
sen as the person to gi\e endorsement 
to the product because of her active 
ci\ ir work in the Negro coimnnuiu. 

Pictures of Mrs. John in her home 
and at the radio studios were used in 
full-page print advertisements in the 
Negro press. She also conducted a 
contest for radio listeners asking for 
the best recipes with Carnation milk, 
receiving 1. !>((() entries. 

Jrwel«-r: Allan Raker, advertising 
manager of Watch Shop Jewelrv store 
in Louisv ille, says this of his schedule 
on WLOL': " 1 his station opened more 
accounts for us in one monlh than any 
other medium. It outpnlled the daily 
newspaper advertising returns at the 
rate of five to one on the same promo- 
tion campaign." 



(.(Iiiet: Dixie- l.ilv flour 
hednle ou W MBM. Miami 



HcM. h. based 



•.•pl>: 



' 1 I 



( liildn n todav are shoppers of I 
row and (hi iiioie iiiiiiicdialciv , lo- 
dav*» parents >.riid iheir vonir'stcrs I<< 
food siorcs to ^hop. 

I he adverli-iiig : a program on 
W MI!M whic h aided ll„- .Negro c hil. 
clrc-n of Miami. Il sponsor^ l.roa.h a^ts 
of a ."satnrdav aflcrnooii Ic-c-ii-ai/e dance 
staged l.v the- Miami I'oli.c- Colored 
Benc-volc nt \s^ii. I he- tw o.liour broad- 
cast has ^old producis and allracte<l 
dancers, .>.o many tc-eiis that the event 
was moved to a new Negro voulli ceri- 
tc-r accommoclaling LOOO voungslers. 

\ii agencv man from the- K. II. Ham- 
mond ("o. sav-:"lhe resulu have more 
llian ju-tified ihe expenditure. We 
have- rerc'ived more results per adver- 
tising dollar sp.Mit on W MI5\I than in 
anv other media we have used." 

Drug store product: Last vear Jon- 
nie Clark. aclverli»iug manager of Kev- 
!<tone Labs., Memphis, which makes 
Long Aid hair products, wrote \\\\- to 
WMKV. .\ew Orleans: 

"After a vear of continuous broa<l- 
casting on your station, sales have 
shown a nice increase over the previ- 
ous vear before vnc used vour station 
{/'lease turn lo f>ape tO i 




Sterling salt tested raiiio for first time on If XJR, .Xenark, 

liked results so much it's nou on 52-u eek contract. Air time u as backed 
uith in-store displays aid personal appearances. Spon.sor's di.^trict man- 
ager said stores "sold four to file cases per hour. pnrkas:c at a time." 




4. NEGRO-APPEAL STATIONS: they 
work with and sell the community 

Negro stations are largely iiidepeiident, local operations geared to 
merchandising and pnblic service. They're hiring more proficient 
disk jockeys, watching copy carefully, studying their markets so 
they can better sell them, hiring more Negroes for non-air work 



N e";n) radio, more than any other 
medium is reaching the nation's 18 
million Negroes. 

Why does its coverage extend more 
hroadly and deeply into the Negro 
community than Negro newspapers 
and magazines? Because there are 
568 radio stations carrying programing 
designed specifically for Negro appeal. 
And there are 50 major stations which 
program only for the Negro popula- 
tion they serve. 

This coverage of radio has depth as 
\\p\\ as hreadth. Depth conies in such 
tangibles as popular Negro personal- 
ities and programing Negroes like. 
More intangibly, stations gain a depth 
and penetration because every year 
they're tending more toward identifi- 
cation with the Negro community. 

They're staging public service pro- 
grams. They sponsor baseball teams, 
help raise funds for Negro or inter- 
racial hospitals, transport handicapped 
Negro children to schools, help legis- 
late local reforms in Negro neighbor- 
hoods. 

If a station shows it's on the Negro 
listener's "team" — on his side in terms 
of treating him as a human being with 
certain desires and ambitions — that 
station establishes identity for itself 
with its listeners. There are two cor- 
ollaries to this identification in which 
e\ery national, regional and local ad- 
vertiser is interested. Identification 
with the station is transferred to the 
station's clients and this transferral re- 
sults in more sales. 

Siu-M'v fiiuling!*: In this sixth an- 



nual Negro market issue, SPONSOR 
queried Negro-appeal radio stations on 
many phases of their programing and 
operating. The detailed results are in 
charts elsewhere in this issue. 

Here are some of the general find- 
ings. 

Thirty-four per cent of the stations 
answering SPOXSOR's questionnaire 
( 190 in all) are part of a multiple sta- 
tion group. The number of groups is 
increasing and the number of groups 
devoting ever more hours to Negro- 
appeal programs is on the rise. There 
are 34 group operations which include 
one or more Negro stations. Some 
groups, of course, are far bigger and 
have a much wider range of activit) 
and coverage than others. 

Keystone's Negro network: The 

biggest single group of Negro-appeal 
stations is in the Keystone Broadcast- 
ing System lineup. Keystone, which 
headquarters in Chicago, just an- 
nounced the afTdiation of its 1,000th 
station — and of this number 347 carry 
programing directed to the Negro 
listener. 

KBS reports its Negro-appeal sta- 
tions are located in 26 stations. In the 
South, where there is a concentration 
of Negro people, KBS stations cover 
877f of the 10.725,591 persons in the 
area. In terms of total Negro popula- 
tion in the U. S. some 18 million — 
Keystone co\ers almost 10 million of 
these or 59%. 

KBS has operated its transcription 
network of Negro stations for the past 
two )ears. during which time its affili- 



ated Negro-appeal stations has gro^^Tl 
by 20%. 

Station profile: The average station 
programing to Negroes is a non-power 
independent which has been on the 
air between eight and 15 years and 
carries less than 30 hours a week of 
Negro-appeal shows. 

Analysis of the questionnaires re- 
turned to SPONSOR shows: 

► Power: 30% of the stations are 250 
watters: 2%, 500 watts; 34%, 1 kw; 
20%. 5 kw; 10%, 10 kw and 4% 50 
kw in power. 

► Years on air: 36% of the stations 
responding have been on the air less 
than eight years; 44%, from 8 to 15 
years; 9%? from 16 to 20 years and 
11% more than 21 years. 

► Negro programing: 237c of the 
stations program 100% for Negroes; 
63 less than 30 hours a week; 9%, 
from 30 to 60 hours weekly; 5%, from 
60 to 100 hours weekly but not totally. 

► Negro employees: There's a marked 
tendency for stations to hire more Ne- 
groes. It's been standard practice for 
stations to employ Negro personalities 
as talent but in recent \ ears more sta- 
tions are hiring Negroes for opera- 
tive and sales jobs. Some GQ'^c of the 
stations hire Negroes. 

► Merchandising: An increasing 
nuiid)er of clients and agencies want 
merchandising services with all media 
bu\s hut they're particularly interested 
in getting in-store merchandising and 
personal appearances within the Negro 
market. Only 8% of the Negro-appeal 
stations do not offer merchandising 
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siT\ ices. 

► AjJ'iliation: Alxmt one in forir Ni-- 
<;rt)-a|)|)c;il stations is adiliatcd with a 
uctwoik aic iii(lc|)cii(lciit, 

arc uctwork-adiliatfd. 

What (h) these .xtatioiis prdfiiaiuV H\ 
far the hiilk (if their .Ne-iro-appeal prd- 
uraiuiiifj is ck-voted to disk jockcNs who 
haiuHe a \ariet\ of iiiiisie tspes 
rh% thill and hhies, ja/./., .Nef:ro folk 
iiiiisie, rock 'u r(dl and. very |)()|)iilar 
in the Xejzro roiiiiiiiiiiit) , spirituals 
and jjospcl uiiisic. Hiere are, of course, 
suiatterinfis of variets. sports, news. 



houieniakiiij; and reli;:ion. ilic pro- 
poitiuii-^ aecurdiii;; tn |o. al ta^t.-^ 

and cii-'touis. 

Disk jockey Hclliii;:: But l>\ and 
hirj;e nio^t of tiie pro;;rani i-^ with ii 
di-k jocke^. \\v\ the hi-: ^ah-snian in 
thi<< market the (nie who ainw iiio-t 
(HiectK at the \ej:ro pnr( ha-^iiif; power 
of >onie Si.-) hiliiou a >ear. 

Kohert I', keathcrwood of Sc\inour. 
keatherwood and (]h'\ehind afien< \ in 
Detroit has >oiiie a(k ice for the -tation 
iiianajier who hiri-< \e';ro disk joek- 
and for the client whi *po'i-oi- 



hint. 

• I »e coiniiiercials whnh aie eii- 
thii^ia-'tii-. ."^win;:) tiiiie-^ and cateh\ 
jin;.des are atl\ anta;.'con» hecau-e thc\ 
Miat( h the pare of the dj"s ^how. 

• Inject a» inin h hniiior a- po»«ihl<- 
in r.M .n ded eoinuiei eiak. lU doin- 
thi-. the ^p<iii-«>r i-' contrihntiii^ to tin- 
lMppin«'-« that the d.j.'- li-teiicr- ar.- 
..-ekin.;. 

• <;i\c the d.j. pernii-*ion to clah- 
orate on the eoinnicrcial nie--af;e. His 

{ l'h'(i.\c turn to jtofir h'! ) 




Harry Belafonte (r.) au.l .Mahalia Jackson, >iars on a W UEE, 
Cliicatio, inlerview, are oiil-landiiif;!) siicce!»>fiil arli>Is willi any 
lislniing grdiip. Tlic) >\iiil)oli/e llie .NeproV inlere-I in \cgro 
performer-; a< \nu11 a^ hi- re>peel for ^ireal niiisieal laleni 




Fans and performers a' VkJLD, Homewood, \la., inrlude 
%orah-I \nn Colt- (front, r.) and >Ialion announcer Je-se 
Cliampion. Siaiion'^ encourage personal idenlificalion wiih per- 
former- and -lalion il*elf to enhance lisiener loyahy, brand loyahy 




Flash and verve 'li^l: j'>«k<->-. -how up m ih-ir dr.- 
a- with this \<UA, I'ui-luir-li. p.-rforun-r. a- a- 
llieir air manner. \u(nenri-- like llie ndnr anil drama 
ihe d.j.'- -pt-erh ami manncri-ni- : like in -r-c liiin in -Ko 




Community participation conn- wiih -irh f.aiun- 
a- Wjnr, Philadelphia"- Suirunik Inirnuu wilh d.j. T. 
N. W Inlfield. Nt'cro rommnniiv is lichicr than A\liiip be- 
rau-e of peocraphical li lilalion- within central area 



WORJ 

• The NATION'S HIGHEST Hooper-rated Ne- 
gro station 

• Mississippi ONLY Negro station in Jaek- 

• To^rated consistently by Hooper - Pulse 

• Used by more advertisers than any other 
Mississippi station 

• The ONLY way to the 107,000 Negroes 
of the Jackson Metropolitan Area (Hinds- 



HOHY 

• Arkansas' ONLY Negro station 

• In LiHie Rock - the 88th Market - 33% 
Negro 

• Top-rated consistently by Hooper-O'Con- 
nor 

• The ONLY way to the 114,000 Negroes 
of the LiHie Rock-Pine Bluff Metropolitan 
Area (Pulaski - Jefferson - Lonoke Coun- 
ties -- U. S. Census - Sales Man- 
agement) 



KANV 

• The Ark-La-Tex ONLY Negro station 



• In Shrevepoit - the 89th Market - 39% 
Negro 

• Top Hooper-rated consistently • 



• The ONLY way to the 108,000 Negroes 
of the Shreveport Metropolitan Area 
(Caddo - Bossier - DeSoto Parishes - - U. 
S. Census - Sales Management) 




Mississippi's 



1st 



Market 



Sell 

® 

LITTLE ROCK 



Arkansas' 



1st 



Market 




Market 




12 
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5. NEGRO POPULATION BASICS 





i\<ni-\vliil<* popiihilioii as 


of 1 July. 1936. Uy a-c 




Ago 


Total non-white population 


Non-white male 


Non-white female 


Total U. S. 168,091,000 


18,268,000 


8,930,000 


9,338,000 


1-9 


7,427,000 


3.721.0(M) 


3.703,000 


10-1 1 


1,668,000 


833.000 


{{35,000 


15-19 


1,446,000 


722,000 


723,000 


20-29 


3,609,000 


1,2.53,000 


],357,0(K) 


30-19 


4,626,000 


2,i<';<';,ooo 


2, 138.000 


.50-69 


2,411,000 


]. IP. 7. 000 


1,225.000 


70 and over 


613,000 


291.000 


222.000 



Cliaiiircs in ii<ni-\vliilo population since 1950. in ><*I«m'I<mI U. S. 
rilios liavinj; 5. 000 or nior<* noii-wliii<> p<M*>ons 











Non-white 


population 




Locality 


" date 


1*95o'-dat'c' 


1950-da?c 


"l 940-50" 




"o of 

total 


ALABAMA 














Dolhan 


.i 19 56 


33.5 


14.6 


n. a.* 


8..551 


29.1 


Hitntsville 


2 4 56 


91.5 


34.9 




7.084 


22.5 


Mobile 


7 18 56 


31.8 


14.2 


57.7 


52. »20 


30.1 


Selma 


8/27 56 


20.7 


7.9 


n. a. 


13,612 


49.3 


ARIZONA 














Phoenix 


3. 11.53 


20.6 


59.4 


31.3 


10.557 


8.2 


ARKANSAS 














Blytheville 


2 28 56 


9.7 


0.6 


n. a. 


5.001 


28.1 


North Little Rock 


7 21 51 


12.5 


10.6 


n. a. 


12.126 


24.5 


Pine Bluff 


8 8 56 


7.1 


-4.0 




1.5.595 


39.3 




1 '24 56 


2U 


24.1 




5..567 


28.2 


West Memphis 


11 15 55 


73.1 


41,6 




7.172 


45.5 


Vt'est Memphis 


12 8 53 


33.3 


15.1 




5.829 


48.0 


CALIFORNIA 














Alameda 


3 11 51 


9.6 


6.5 


159.3 


6.737 


9.5 


Compton 


3 7 55 


32.7 


374.9 


n. a. 


10.871 


17.1 


Fresno 


8 9 54 


17.7 


28.7 


93.6 


9,119 


8.5 


Los Angeles 


2 25 56 


13.9 


47.3 


116.2 


3 11. .3% 


13.8 
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KING SIZE Personalities 

for a KING SIZE market 




4 top-rated Carolina Kings rule the 
Carolina Negro market exclusively . . 
a major market that represents more 
half of all the people in the area. 
799,287 Negroes believe in these men 
. . . buy the products they advertise. 

To reach this major Carolina market, 
let these Carolina Kings sdl your product 
to the people who swear by them. 

AUDIENCE WOlC WPAL TOTAL 

Total population... 827,900 793,300 1,621,200 

Negro population 384,973 414,314 799,287 

Farm population 253,100 254,400 507,500 

No. Households .. 198,300 217,790 416,090 

Radio Homes 187,950 201,748 389,698 

Data Sources: Population, Bureau of Census, 1952, Radio Homes, 
Farm Households, Consumer Markets, 1955. 



^ Reverend William McKlniey Bowman, Radio veteran 
of 14 years, has a Pulse average of 5.6 on WOlC for 
"Spiritual Parade" and "Old Ship of Zion." 

^ Jimmy Carter, witty M.C., averages 5.5 for four hours 
and fifteen minutes of fast paced daily broadcasting 
on WOlC. 

<|l Bob Nichols, South Carolina's first Negro D.J., has 8 
years experience at WPAL. He averages 7.9 for his 
weekday 2 to 5:30 afternoon show. 

y Reverend Emmett Lampkin, coosistent leader in 
popularity, averages 8.8 for his morning and evening 
inspirational programs on WPAL. 

Figures from Pulse 
Aug. 1956 for WOlC— June 1957 for WPAL 



GOLDEN HORN STATIONS 

SPEIDEL-FISHER 

^^^^O:^^ BROADCASTING CORPORATION 



WOlC 



WPAL 



COLUMBIA, S. C. 1470 KC 5000 W CHARLESTON, S. C. 730 KC 1000 W 

National Representative: Walker Representation Co., Inc. 
Southeastern Representative: Dora-Clayton Agency 
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NEGRO POPULATION BASICS continual 











Non white 


population 




Locality 




IoIjI pop. 


% incrcaic 










date 


1950-d.ilc 


1950-dJlc 




Current 


% o| 


!.<>< Vn'.'clc-. 


9 '26 'i'.i 


6 8 


20 6 


IK 


2..J,9.{2 


12.2 




8 19 of) 


1 1..'{ 


49.5 






10.2 


"^aii l!< riiarcliric> 


1 19 5)6 










6.4 


San Dirpo 


3 .'JO, 57 


•17.8 


83.2 


1H7'> 


33^^ 


6.8 


>an Ihcjuu 




^6 1 




18- ^ 


0 ' '< " 
2.-5,f'/.0 


5.5 




11 27 51 




32 6 


137 


9,68 1 


12.9 


FLORIDA 














IJay Co.inlv 


1 11 57 


36.6 


24.2 


n.a.* 


8,900 


15.3 


IJrowar.l Cniinly 


lo'r- 


89.5 


68.4 


n.a. 


.r),97-{ 


22.6 


|)afl»' ( .otinly 




-12.2 


50.8 


"• ^" 


98,5f) 1 


14.0 


Fl. Laiidi-nlal.- 


•1 7/55 


73.2 










l.con Coimly 


1 27 55 


lt.7 


7.9 


n. a. 


21,997 


37.1 


Palm IJea.l. Coiinly 


1 1 55 


37.0 


22.8 


n. a. 


12,739 


27.2 


Panama t!ily 


1 11 57 


2 }.3 


23.4 


n. a. 


7,026 


21.9 


IVn^acola 


10 '25 56 


17.2 


12.3 


n.a. 


17,768 


34.8 


Tallalia*-.,-e City 


1 '27 55 


39.9 


53.5 


n.a. 


1 1. .392 


37.8 


\\ C-I I'alm ISfach Cily 


' ' ^ ■'^ 


18.2 


— 1.3 


n. a. 


12,622 


24.8 


ILLINOIS 














Lvan.ton 


t 21 oo 


1.8 


9.8 


17.1 


7,8.32 


10.5 


INDIANA 














Allen Coiinly 


11 9 56 


18.1 


81.7 




9.751 


4.5 


F I. Wayne Cily 


11 9 56 


8.4 


82.4 


109.0 


9.65 1 


6.7 




8 18 '56 


26.1 


81.5 


92.1 


60.987 


36.1 


NEVADA 














Las \ egas 


t 1 55 


81.9 


108.6 


n. a. 


6,023 


13.4 


• n. a — not •vallahlo 

Source: The Moss 11 Kcmlrlx (iri;an 




. July, 1957 Has 




us. Cuirent Populml m Ilcportj. 





Growth of Negro 
population in 17 
metropolitan 
areas since 1940 



City 


1940 


1950 


1955 


Per cent increase 
1940-1955 


1. Xew York N. E. 




1,045,512 


1,200,000 


83 


2. Chicago 


321,102 


605.3 16 


842,850 


160 


3. Philaflelphia 


315.041 


48 1.644 


600,090 


90 


4. Wa-hington. D. C. 


21.1.7a3 


337.7.i7 


443,360 


107 


5. Delroil 


169.892 


357.800 


418,713 


116 


6. Los Vngeles 


75.323 


276..J05 


337,300 


3 17 


7. Hallituore 


187.449 


266.66 1 


305,042 


62 


8. Hirminghatii 


169.735 


208.715 


240,840 


12 


9. M. Louis 


1 19,429 


215.336 


236,697 


58 


10. Memphis 


110.061 


180.002 


229,257 


61 


11. .New Orleans 


156.488 


199..527 


217,919 


39 


12. Cleveland 


86.95 1 


151.117 


207,000 


1.-57 


13. Atlanta 


129,157 


165.591 


206,880 


6C 


14. ^an Francisco-Oakland 


19.76H 


147.223 


184,028 


ail 


15. Pittsburgh 


1 15.020 


137.264 


157,000 


36 


16. Houston 


100.9 }.i 


149.286 


156,000 




17. .Norfolk-Portsmouth 


108.167 


122.833 


143,527 


33 



Source: Ebony Mae 
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Sell . . . 



over a million| 



Negroes 




Miom! Beoch, Florida, 1000 W, 800 KC. South 
Florido's most powerful All Negro Progrommed 
Sfofion. 



WSOK 



WIOK 



New Orleons, lo., 1000 W, 600 KC. New Or> 
leons' only All Negro Progrommed Stotion. 



If) 
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6. NAT'L ADVERTISERS 

TIh'x' ;ir<' lli<* l<>ii<liii<: ikiIioikiI a<l\rrli><'r». lMiyiii<j: iV<'j:ro Appciil 
I{;i<lio. Tliey iii<-lii<l<' 1 S6 roiiipiiiiio H^NmI in llic ordor of iIm' 
iiiosi iiiiiiKM-oiis iiKMitioiis r<M'<'i\<Ml from riulio >t:iti<Mis nii^wcr- 
I'liU SI'OiXSOK's iNr^zro mnrkrl.s qiiotioiiiKiirc. 

Slalioiis \v<MT asked lo li^l llirir 10 lop national a<l vrrliscrs in 
l<M-nis of <lollar iMllin*:. An analysi> of l\iv lyp<' of a<l vrrli><M> 
and ihrir prodnrls appears in llw Aj;<Mn'y Analysis on paj:*' (t. 

Hij:i;<*sl adv<M lis<'rs are slill llir <M«;an'll<*s. Immm-s and sp<M'iali/.<Ml 
IV<';:ro prodncls. Init more •:en<Mal-appeal ad\ <'rlis<M s an' niovin<: 
inio N<'«:ro radio, l{i«;«:esl l>n'aklhroiij;li is in foods. 



Hcdlcinc Co. — SSS tonic 



Brswn & Williamson Tobacco Co.— Tube Ro 

Reynolds. R. J. Tobacco Co. — Camel cigaretl 

Reynolds. R. J. Todacco Co. — Winston cigar 

AmerlMP Tobacco Co.— Lucky Strike cigaretl 



Heusehold Product 
Menticello Drug C 



—Black Draught 



Pepsi Cola Co 
Stanback Co.. 
Keystone Labs. 



Union Phvmaceutical Co.. Inc.— Artra Skin Tone 

American Tobacco Co.— Pall Mall cigarettes 

Heusehold Products. Inc.— GI»ss-8 

Ctiattanooga Medicine Co. — Soltlce 

Armour & Co. — Armour Star iard 

Clorax Chemical Co. — Clorox 

Ford Motor Co. 

Italian Swiss Colony— wine 

Nehl Corp. — Royal Crown cola 



American Sugar Reflning Co.— Domino sugar 
Berlon Co— Ka-Don 
Blati Brewing Co. — Blatz beer 
Burton-Diile Corp —Burton- Dixie mattresses 

Clark DM Reflning Co. 
Colgate-Palmolive Co.— Brisk toothpaste 
Colgate-Palmolive Co.— Super Suds 

Canfleld. A. J. Co.— Canfleid beverages 
Canada Dry Ginger Ale. Inc.— Canada Dry glngen 
Canepa. Jotin B. Co —Red Cross spaghetti 
y Corp.— Larvex 



Dr. P 
Dro. 



Brown & Williamson 
Quaker Dats Co— Au 



Tetley 



. Co.- White Rosi 



Carllng Brewing Co. — Stag beer 

EsM Standard Dil Co. — Esso 

Grove Labs.. Inc. — Bromo Quinine cold tablets 

General Foods Cwp. — Calumet baking powdrr 

National Toilet Co.— Nadinola 

S<hlit2. Jm. Brewing Co. — Schllti beer 

Strickland. J. i Co.— Silky Strate 

Berjon Co. — Pep-TI-Kon 

Berjon Co— Act Dn 

BeMh-Nut Life Savers. Inc. — Beech-Nut gum 

Browno. E. T. Drug Co.. Inc.— Palmer's Skin Su( 

Carllng Brewing Co.— Carling's ale 

Continental Baking Co.. Ine. — Wonder bread 

General Mills, inc.— Gold Medal flour 

Grove LabS-. Inc. — »-Way cold tablets 

General Foods Corp.. Jell-D division— JelID 

Kroger Co. 

Pinkham. Lydla E. Medicine Co. 

Pharmaco. Inc. — Feen-A-MInt 

Reynolds. R. J. Tobacco Co. — Salem cigarettes 

Remington Rand Div. of Sperry Rand Corp. — Rem 

Rand typewriters 
Reily. Wm. B. & Co.. Inc.— Luzianne coffee 
Shell Dil Co. 
Ward Baking Co. 
Burger Brewing Co. — Burger beer 
Btrden Food Products Co. 

Bristol-Myers Co.— Sal Hepatica 
Chattanooga Medicine Co. — Velvo 
Chattanooga Medicine Co. — Zyrone 

Double Cola Co. 

Falstaff Brewing Corp — Falstaff beer 
Falger. J. A. i. Co. — Folger's coffee 
Goet2. M. K. Brewing Co. — Country Club Malt LI 
me. Geo. W. Co. — HoneyBee s 



Intimatioi 
PImji 



— Black i 
ng Co.— Pearl beer 



— Robin Hood flou 



Eskimo P 



ic— Ex-Lax 
e corp.— Eskimo Pie 
Falls City Brewing Co.— Falls CI 
Goodyear Tire i Rubber Co.. Inc 
Goodrich. B. F. Co. 
General Motors Corp. — Chevrolet 
Gallo. E. J. Winery— Gallo wlno 
Great Atlantic 4 Paciflc Tea Co— A A P ) 
Gillette Safety Razor Co. 
Hercules Powder Co.— Toxaphene 
Hires. Charles i. Co— Hires root beer 
Hood Chemical Co.. Inc. ^^,^^1,^^, ^^^^ 
JoinsVn'pulins'hlng Co!" Inc.- Jet magazine 

Lever Brothers Co.— Breeze 
Lever Brothers Co.— Silver Dust 
Liggett & Myers Tobacco Co. 
Liebmann Breweries. Inc — Rheingold beer 



Michigan— N.itional Botiemiai 



Nofvich Pharmacal Co— Pepto-Bl- 

National Biscuit Co.— M illbrook b 

Dertel Brewing Co.— b«r 

Pabst Brewing Co— Pabst Bluo R 

Procter & Gamble Co. 

Plymouth Motor Div. of Chrysler 

Perma-Strate Co.. Inc.— Perma-St 



Savannah Sugar Reflning Corp —Dixie 
Sterling Brewers. Inc.— Sterling beer 
Sperry & Hutchinson Co. — S A H Grei 



u"s. Tob!K< 



Wesson Dil & Sno 




Hundreds of extra eyes to be 
exact — the most restless 
retinue of retinas — work for 
you at SPONSOR to help keep 
you the best informed executive 
on broadcasting that you can 
possibly be. 

Experienced eyes iliat bee 
beneath the surface and beyond 
the fact. Eyes that bring yon 
not alone news but the most 
comprehensive analysis of this 
news in the entire pubUcaiion 
field. 

That's why you should read 
SPONSOR — at home . . . 
where you can give it your 
unhurried time — your relaxed 
imagination. One idea that 
you can apply might well be 
worth a lifetime of subscriptions. 

iVou — for less than a penny 
a day — just S3. 00 a year — 
yoit can have 52 issues of 
SPONSOR delivered to your 
home. Try it on this 
money back guarantee. 



SPONSOR 

40 Easl 49 Si., New York 17, N. Y. 
I'll lake a year's subscription of SPONSOR. 
You guarantee full refund any lime I'm 
nol satisfied. 



NAME_ 
FIRM_ 
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NOTHING TO COMPARE 



WITH 



IN 

COLUMBUS, GEORGIA 

THE ONLY ALL-NEGRO PROGRAMMED STATION IN THE AREA 

PROOF 

PULSE NEGRO SURVEY 

Morch-April 1957 
Mondoy-Fridoy AM PM 

WCLS 52^ ~ 



Sta. B 

Sta. C 

Sta. D 

Sta. E 



15 
7 
14 
10 



50% 
21 



9 
11 



. . . yes PULSE proves WCLS I's the dominenf choice of Negro 
listeners by a landslide ALL HOURS OF THE DAY . . . EVERY 
PERIOD SURVEYED . . . INCLUDING SUNDAY!!! 

100% NEGRO PROGRAMMED 

^ Exclusive Appeal 

-ic Proven Sales Power 

^ Big Responsive Audience 

counties with average percentage of 



. . . serving 200,000 Negroes 
Negro population 



52.9% 



1,000 WATTS 



MUSCOGEE BROADCASTING CO., INC. 
P.O. BOX 887 
Charlie H. Porish, General Manager 

EXCLUSIVE REPRESENTATION 
DORA-CLAYTON AGENCY— Southeast 
Atlan^a 

And announcing the appcintment of 

THE WALKER REPRESENTATION COMPANY— Notionol 
New York, Chicago, Boston, Los Angeles, Son Francisco 
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to those who live on air. . 

I 



During the past 10 years advertisers and their 
agencies have spent billions of dollars on air. A lot 
of people lived on it. A lot of goods were moved. 

To those who live on air SPONSOR serves a function 
no other publication can match, for SPONSOR is 
the most definitive study of air in the broadcast in- 
dustry. It is the news of air — the plans of air — the 
progress of air — the thoughts of air — the very life of 
air — delivered to you every week — 52 weeks a year. 

Most every man who's gotten anywhere in air reads 
SPONSOR. The man who wants to get there faster 
reads SPONSOR — at home because the very chem- 
istry of broadcasting — the factors that make it move 




and earn its salt are just much too important for 
light reading on a routing list. 

If \ou li\e on air— read SPONSOR at home Read 
it on A time — B time or C tmie but make sure it's 
free time at home. At the new low price of $3 a 
vear )ou can ha\e 52 issues of this most useful publi- 
cation in the field at your side — to see, study, tear 
out and file. It's the best in\estment >ou'll ever 
make. Order your home subscription today. 



THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 
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lot — with all clue deference to the B;ird. Advertising has proved it. 



More important — it obtains for people, too. You make 
your own "brand name" by how you think and \\hat you do. And this 
very "product image" will determine how much cake \ou have in 
this vale of tears. 

That's why — if you're in the broadcast field, SPONSOR is 
"A MUST" to receive and read. 

SPONSOR is so necessary because of the singular, definitive 

contributions it makes to an industry that requires not alone facts, 

but a penetrating comprehension of the factors motivating the multiplicity of 

talents it employs. IT'S THE ONE MAGAZINE 

RADIO AND TV ADVERTISERS REALLY USE. And the need 

for SPONSOR grows each day. It is an ever more important information center — 

an ever larger library of ideas — the compilation of the finished and the 

planned creative energies that spark the air thinking of the day 

To get the most out of SPONSOR, it should be read— AT HOME. It is 
too rich in valuable material for a quick perusal on a 

routing list. Nor does it serve its fullest function that way for you, because it is a 
publication with the kind of stuff you want to 

cut away and file — a magazine of ideas that will generate ideas in you — 
make you more valuable to yourself and others. It will bring you closer to 
the "product image" you would like your 
name to be. 

For only S3.00 a year — 52 issues of the 
most useful publication in the broadcast field 
will be delivered to your home, h or less than 
a penny a day what better time buy can you 
make as an investment in your fuiun ? 
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8. NEGRO RADIO STATIONS'^ 



100% Negro-appeal 
radio stations 



ALABAMA 

CITY CALL LETTERS 

BESSEMER W'BCO 
BIRMINGHAM IT'EDR 
irjLD 

MOBILE WMOZ 

MONTGOMERY JTRMA 

ARKANSAS 

LITTLE ROCK KOKY 

CALIFORNIA 

SAN FRANCISCO KSAN 

KSAY 

DISTRICT OF COLUMBIA 

WASHINGTON - WOOK 

(Bethesda) JFUST 

FLORIDA 

JACKSONVILLE {FOBS 

MIAMI _ JTFEC 

MIAMI BEACH ^ _ . JTMBM 

TAMPA WIOK 

GEORGIA 

ATLANTA ITAOK 
WERD 

COLUMBUS WCLS 

ILLINOIS 

HARVEY (Chicago) JTBEE 

KENTUCKY 

LOUISVILLE ITLOi 

LOUISIANA 

BATON ROUGE WXOK 
NEW ORLEANS WBOK 
WMRY 

SHREVEPORT KANV 

MARYLAND 

ANNAPOLIS WANN 
BALTIMORE WEBB 
WSID 

MICHIGAN 

INKSTER (Detroit) WCHB 

MISSISSIPPI 

JACKSON WOKJ 

MISSOURI 

KANSAS CITY . KPRS 
ST. LOUIS KATZ 
KXLW 

NEW JERSEY 

NEWARK {Neiv York) WNJR 



•B»5«l on SI'ONSOn s 1957 Buyers Oulde »nd ampllfled 
thf npportunltj to reply lo Ihls questionnaire. 



NORTH CAROLINA 

CITY CALL LETTERS 

DURHAM „ WSRC 

WINSTON-SALEM _ WAAA 

OHIO 

CINCINNATI WCIN 

PENNSYLVANIA 

PHILADELPHIA WDAS 
WHAT 

SOUTH CAROLINA 

CHARLESTON WPAL 

COLUMBIA WOIC 

TENNESSEE 

CHATTANOOGA _ WMFS 

JACKSON WJAK 

MEMPHIS WDIA 
WLOK 

NASHVILLE WSOK 
TEXAS 

BEAUMONT KJET 

FORT WORTH . KNOK 

HOUSTON KCOH 
KYOK 

VIRGINIA 

NEWPORT NEWS WYOU 

NORFOLK WRAP 

RICHMOND WANT 



Stations with 30-plus 
Negro-appeal hours 
per week 

(buf not 100%) 



ALABAMA 

CITY CALL LETTERS 


HOURS 


TALLADEGA WHTB 


60 


ARKANSAS 




HELENA ^^KFFA . . .. 


~ 42 


CALIFORNIA 




LONG BEACH KFOX 


49 


LOS ANGELES KGFJ 


59 


OAKLAND KJTRR 


103 


FLORIDA 




JACKSONVILLE WRHC 


50 


MILTON WEBY 


86 


GEORGIA 




ALBANY WJAZ 


34 


AUGUSTA WAUr. 


42 


BAINBRIDGE _ WMGR 


31 


MACON WBML . 


43 


WIBB 


.32 


SAVANNAH _ . WJIV 


42 


ILLINOIS 




CHICAGO ... WGES 


67 


LA GRANGE WTAQ 


30 


OAK PARK WOPA 


49 







INDIANA 

CITY CALL LETTERS HOURS 

GARY WWCA 33 

HAMMOND WJOB 32 

INDIANAPOLIS WGEE 34 

LOUISIANA 

NATCHITOCHES _ KNOC 30 

MICHIGAN 

DETROIT WJLB 53 

MISSISSIPPI 

CLARKSDALE WROX 32 

GREENVILLE WGVM 42 

MISSOURI 

SIKESTON KSIM 80 

NEW JERSEY 

CAMDEN WCAM 71 

NEW YORK 

BUFFALO WKBW 35 

NEW YORK WLIB . 75 

WOV 81 

WWRL 52 

NORTH CAROLINA 

CHARLOTTE WGIV 42 

NEW BERN WOO W 35 

OK/0 

CLEVELAND WJMO 71 

DAYTON WING 30 

OKLAHOMA 

OKLAHOMA CITY KLPR 34 

PENNSYLVANIA 

PITTSBURGH . WILY 93 

SOUTH CAROLINA 

CHARLESTON WQSN 56 

TENNESSEE 

NASHVILLE WLAC 33 

TEXAS 

BAYTOWN KREL 63 

TEXAS CITY KTLW 30 

VIRGINIA 

NORFOLK WLOW 42 

Stations with less than 
30 Negro-appeal hours 
per week 

ALABAMA 

ALEXANDER CITY WRFS 10 

ANDALUSIA WCTA 3 

ANN I ST ON WHMA 3 

WSPC 5 

ATHENS WJMW' 3 

AUBURN WAUD 26 



28 
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CEORCIA 



S.tX liKI<\AIWIXO KH.\0 
S.f,\ DIEGO XKAC 



XEHIi 12 -il>yi' » iA(, 

KTIM 10 tMEKICl'S UDK 

KSr\ 3 trilEXS II KK 

KU (; tl GI'STA U(, \(. 



CITY 


CALL LETTERS 


HOURS 


JilR Gil A 1/ 


... .,. 






U'l OK 




DEC ATI K 


W'AJF 


IK 




UIIOS 


3 




if MSI. 




DOTIIAX 


irniG 


y 




11 OOF 


7 




Ir \riri: 




FA i El Th 


/ ! 


6 


FLOMATOX 


U 7 ( . It 


^' 


FLOHEXCE 


W'JOl 


7 




u on 1. 


l.< 


CADSDEX 


VETO 


10 




ICGAI) 


7 


C EX El A 


ICGEA 


7 


■CREEXl ILLE 


11 GYl 


6 


IIAMILTOX 


U'ERII 


4 


IIOMEIf OOP 


_ U EZB 


10 


IIUXTSIILI.E 


ICBIIP 


4 




ICEVX 


6 


MARIOX 


irjA 1/ 


16 


MOBILE 


UKAB 


12 


MOXROFMLLE 


ir MFC 


6 


MOXTGOMERY 


ITAPX . 


3 




rcov 


9 


Ml'SCLF SHOALS 


IVLAY 


3 


OI'ELIKA _.. 


irjilo 


5 


orr 


irAMi 


. 2 


sr.oTTsnoRO 


. _ ircRi 


4 


SELMA 


irGtT C 


29 




ITIIRR 


5 


SYLACAIGA 


. IT'FER ... 


3 




IT MLS 


6 


TALLASSEE 


ITTLS ... 


.... 6 


TIIOMASVILLE . 


rjDB . 


6 


TV SC. A LOOS A 


irXPT .... 


„... 5 


TVSCUMBIA 


irrxA 


11 


ITEST POIXT 


If RLD 


8 



ARIZONA 

MESA _ KTYL 4 



ARKANSAS 

ARKADELPIIIA _. KVRC 28 
-CROSSETT KAGII 11 

EL DORADO ..^ KDMS _ 10 

FAY ETTEV ILLE KGRII 3 

.FORREST CITY KXJK 6 



COLORADO 

DEM'ER KFSC 12 

KLM\ (, 

KI.IR Vi 

I'l EBLO KCSJ 1 



CONNECTICUT 

\ORirALK _ rXLK 1 

STAMFORD IfSTC 2 

UATERIIVRY U'ATR 12 

nURY 1 



DELAWARE 

iriLMIXGTOX iriLM 20 



DISTRICT OF COLUMBIA 



If'ASIIIXGTOX 


.JTOL 


6 




iri'lK 


1 




JTir-DC 


13 


FLORIDA 




ARCADIA 


.JTAI'G 


3 


CIIIPLEY 


WBGC 


5 


COCOA 


rWKO 


5 


CORAL GABLES ^ 


rvcG 




DAYTO.\A BEACH 


TROD 


1 


DF T^\n 


JTJBS 


2 


DELRAY BEACH 


.If- DBF 


3 


FER.\A.\ni\A BEACH 


WFBF 


6 


FORT LAUDERDALE^ 


JTFTL 


11 


FORT PIERCE . - 


WARX 


6 




riRA 


9 


GAIXESriLLE 


WDVH 


— % 




WGGG 


17 




WRl F 


3 



7 





1 ^ 1 




It \ \l FY 






Bin xsiricK 


n voc 




CAIRO 


U CR i 




C.OLV M BUS 








11 (, It I 


1(1 




U P V V 


21 


( ORDEI.E 


ir M] M 




(OliXELIA 


n< o\ 


4 


COyiXGTO), 


IIGFS 


8 


DOI GLAS 


iri) MG 




III BLI\ 


WMI.T 


8 


FIT/GERALD 


W It II It 


2 


FORT U ALLEY 


^11 n\ V 




G A IX ESI ILLE 




' 






1.1 


(,RltFIS 


i[ HIE 


1.') 


IIAWKIXSVILLE 


tr (Ell 


"j 


JESUP 


iritGR 


3 


LA GRAXGE 


ri.AG 


6 




U TRP 


7 


MACOX 


.ITMAZ _ 


1 


MADISOX 


r MGE 


6 


MILLEDGEVILLE 


_ G 


6 


MOXROE 


r MRE 


16 


X FT MAX 


ncoii 


~ 








oilTMAX 


irSFB 


9 


ROME 


TLAQ 


i; 


SAXDERSVILLE . 


W S\T 




SAl'AXXAII 


^TCCP 


112 


SffAIXSBORO 


rjAT 


3 


SYLVAXIA 


rsYL 




TIIOMASVILLE 


IT PAX 




TIFTOX 


jriTGS 




TOCCOA 


TLET 


1 


lALDOSTA 


^. K GOl 


14 


IFARXER ROBIXS 


If RPR 




lUA YCROSS 


If ACL 


20 




ITAYX 


6 


JTV/ YXESBORO 


TBRO 


9 


iriXDER 


- r/1/0 


3 



ILLINOIS 



JOXESBORO 
LITTLE ROCK 
MAGXOLIA 

MALVERX 
McGEHEE 
X EXPORT 
PIXE BLUFF 

TEXARKAXA .. 
WAR REX . . 



.. KtPK 
.. KB MS 
KBLO 
KITFC 
KBTM 
KTHS 
KXLR 
Kl'MA 
KBOK 
Kl'SA 
KXBY 
KCLA 
KOTX 
KTFS 
KVTRF 



CALIFORNIA 



BAKERSFIELD 

-BERKELEY . 
BLYTHE 

BURBAXK 

FRESXO 

J.ODI 

LOXG BEACH . 
LOS AXGELES 

J'ASADEXA ... . 

PITTSBURG 

■SACRAMEXTO . 



KAFY 
KMAP 
KRE 
KYOR 
KRLA 
-KGST 
.KCl'R 
. KGER 
KGFJ 
KPOP 
-KALI 
.. KECC 
KXOA 



HOLLY WOOD 

KISSIMMEE 

LAKE CITY 

LAKELAXD 

LII E OAK 

MIAMI . . 

\APLES 

\EJr SMYRXA BCH.. 
OCALA . . . 



ORLAXDO 

PALATKA 
PAXAMA CITY 
PEXSACOLA 
PERRY 
PLAXT CITY 
QU IX CA- 
ST. A U GUST IX E 
SAXFORD 
STUART 
TALLAHASSEE 
TAMPA 



TARPOX SPRIXGS _ 
UERO BEACH _ 
r. PALM BEACH 
iriXTER HA VEX 



U G MA 
WRWB 
ITDSR 
-JTOXX 
..irXER 
ITGBS 
ITMIE 
-.ITXOG 
rSBB 
WMOP 
ITTMC 
. WABR 
WIlOO 
JTJTPF 
ITPCF 
ITCOA 
.^ITPRY 
_ rPLA 
.TCXIl 
JTSTX 
WTRR 
ITTSU 
. ITTXT 
-ITDAE 
ITFBK 
- ITDCL 
.. fTXTM 
niRK 
fTSIR 



tStlJ.tl ILLL 
CAIRO 

CHICAGO . _ 

FAST ST. LOl IS 
FJ AX ST OX 

KEITA \EE 

SPARTA 

URBAXA 



riBl 
JTKRO 
_r tAF 

ITTMI' 
. IT FAIT 
JT\ MP 
fTKFI 
WIICO 
KlUD 



GARY 


TGRY 


22 




rrct 


22 


HAMMOXD 


ITJOR 


18 


IXDIAXAP0L1S 


JTIBC 


1 


MICniGAX CITY TIMS 


3 


RICIIMOXD 


IT Kit T 


1 


SOUTH BEXD 


ITJIi 


1 


TERRE HAUTE 


iritOK 






IOWA 




DES MOIXES 


KIT DM 




OTTUMTA 


TBIZ 


1 


WATERLOO 


KXEL 


. 1 



*il'ONb;OR .NECKO I#>L E • 28 SEPTE.MBER 1957 



CITY 


CALL LETTERS 


HOURS 


IIOPKIA'SriLLE 


WKOA 


6 






LEXINGTO.X 


irLEX 


5 


COFFEY IlLLE 


KCGF 


% 


MADISOWILLE 


. WFMW 


5 


CO \ CORD I A 


.KFRV 




Pl.XEVILLE . . 


WMLF 




III TCfllXSOX 


KirriK 


14 


RADCUFF . . 


WSAC 


Id 


LAirRE\CE 




2 


RICHMOND 


irEKY 


1 


TOPEKA 


II RE.\ 










IT IC 11 IT A 


KA.^S 


9 


LOUISIANA 




KENTUCKY 




ABBEVILLE 


KROF . 


1 








ALEXANDRIA 


. KDBS 


25 


CEXTRAL cm' 


ITMTA 


5 




KSYL 


23 


COLIVBIA 


ITAIS 


1/2 


BATON ROUGE . 


WIBR 


Vi 


COllXGTO.X 


irzir 


12 


BOGALUSA 


IFIIXY 


.3 


CUMBERLAXD . 


ITCPM 


6 




WIKC 


. 1 


FRAXKFORT 


IVFKY .. 


_...3 


CROWLEY 


KSIG 


_ 8 


FLLTON .. 


ITFIL 


10 


DE RIDDER 


KDLA 


.V2 


IIARLA.X 


rz/LA' . .. 


. ^ 1 


EL' MCE 


...KEUN - - 


.10 



YOUR MONEY IN NEGRO HOMES! 
ONg^THB AIR 30 MONTHS 
TOP- RATED 30 MONTHS 

AND STILL CKOWINC 

Soon to Go 5,000 Watts 




COVERING METROPOLITAN BALTIMORE 
BALTIMORE 16, MD. 



Bentley A. Stecher 
GENERAL MANAGER 



CALL GILL-PERNA FOR THE FACTS! 



FERRIDAY 
HAMMOND 
IIOUMA 
LAFAYETTE 
LAKE CHARLES 

MANSFIELD 

MARKSVILLE 

MLXDEN . 

MONROE . 



MORGAN CITY _ 

NEJT IBERIA . 

NEJF ORLEANS . 




OPELOUSAS 
RUSTON . . . 
SIIREVEPORT . 

TALLULAII 

THIBODAUX _ 
WINNFIELD ^ 



.-.KFNV _ 
.. .. IT'FPR 
_ XCIL _ 
. KI'OL . 
KAOK . 
KLOU . 
.-..KDBC . 
. _KAPB . 

. KAPK . 

KLIC 

KMLB 
KNOE _ 

KMRC - 

^..KVIM - 
_.. . WJBW . 
ir\ OF 
JTWEZ _ 
. KSLO . 
KRUS - 
KENT 
'I Klf KII . 
_ ^. KTLD 

KTIB ... 

.^..KICL . 



MARYLAND 

ANNAPOLIS ITNAV 

BALTIMORE IT'BAL 

in Til _ 

HAVRE DE GRACE IT' ASA 

LEXINGTON PARK ITTTX 



MASSACHUSETTS 

-JFMEX . 
.^IFNBH _ 
^{FJKO _ 



NEJF BEDFORD . 
SPRINGFIELD _ 



MICHIGAN 



BENTON HARBOR . 
DETROIT ... 



GRAND RAPIDS _ 

MUSKEGON 

PORT HURON 

SAGINAW 



^WHRV ^. 

WPAG _ 
. WHFB _ 
^.CkLW . 

WXYZ _ 
^ WAMM . 

WBBC . 

WFDF _ 

It MRP _ 
.. WLAV _ 
_ WMUS _ 
.^WHLS _ 
-WSGW _ 



MISSISSIPPI 



ABERDEEN . . 

AMORY 
' BATESI'ILLE . 
' BILOXI 

BOONE riLLE ... 

CANTON 

CENTERVILLE . 

CLARKSDALE .. 

CLEVELAND ..... 

COLUMBIA 

COLUMBUS 

CORINTH 

I GRENADA ... 
GULF PORT 
HATTIESBURG 

HAZLEHURST „ 
HOUSTON^ 
LAUREL .. . 

LOUISVILLE 

MERIDIAN 



NATCHEZ 
NEWTON _ 
OXFORD _ 



. . . WMPA 
WAMY 
WBLE 

WDEB .. 

WBIP .. 

WDOB _ 

..^WGLC _ 
.^. WKDL _ 

WCLD _ 

WC]U _ 

_ . WACR _ 
WCBI .. 

WCMA _ 

WNAG _ 

WGCM 

WBKH _ 

WHSY 

WVDC „ 

WCPC 

— . WLAU .. 
^ . WLSM _ 
- WMOX 
WTOK .. 

WMIS .. 

WEGA .. 

^..WSUH .. 



30 



SPONSOR NEGRO ISSUE • 28 SEPTEMBER 1957 









NEW MEXICO 




CITY C 


ALL LETTERS 


HOUHS 


CITY 


CALL LETTEHS 


HOUKS 


CITY 


CALL LETTERb 


HOUHS 


(.OI.DSIIORO 


..II t MC 
II (,IIR 


10 
1 


I'.tSCACOl'I.A 


It I'M I' 




ALA MOGORDO 


_ KAI f. 


1 ^ 


(.RFLSSISORO 


II (,ll(. 


17 


t'lltKAhULflltA 


iriiof 


\ 


(Loris 


K( I I' 


.4 


CRFEM IIJ.E 


llf/IC 




I'lCAYl'SE 


If RJU 


1 


iioiins 


Kll EIC 


10 


III. \ DERSOX 


II H\C 


li' 


ST A KKl !/././■: 


I! SSO 


10 


ROSIIELL 


KCFL 


1 




II III II 




Tl I'F.hO 


11 El.O 


a 








IIEMILHSOMILLE 


II II Ki- 


"s 


I ir.KSin RG 


in i M 


6 


NEW 


YORK 




II K KORY 


ll HK ) 


H 


irA y KKsnoHO 


n Also 






lll(,ll l'OI\T 


II HI'I. 


7 


l( EST I'OIST 


u Ron 


1.) 


• 

L L.MIR A 


K L L M 


1 




II MLR 
II 

II K\n 


.! 








KE\ MORE 


II \ H 1 


1 


KI\(,S MOI \ TAl\ 




MISSOURI 




\EI[ ROCIIELLE 
\Eir )ORK 


n \ RC 
II L 1 1) 


1 1 


KI\STO\ 


II /./.> 
II 1 11 


1 i 
K 


( II iRl.ESTOS 


KCIIR 


3 


MAGARA FALLS 


II lll.l) 




I. M RIMSI RG 


in Si- 


1 { 


KI\SAS CITY 


K MUC- 




II JJL 


.1 


ll L 110 


7 


KER M 


2 


I'ATciiOGi /•; 


II AI.K 


2 


LLAKSI ILLL 


II l.oi 


1 


MOREHLY 


_ KXCM 


10 


I'EEKSKILL 


II L\ i 


1 


LE\l\GTO\ 


II HI Y 


A 


^T. I.OL IS 


KSTL 


10 


R0( HESTER 


II S •/ ) 




Ll\( OL\T()\' 


II 1 ()\ 


1 


ini. 


6 


SYR AC I .sE 


II \I)R 


li: 


LI MBLRTO\ 


II ICR 














MOI \T AIRY 


II ISB 
II S ) 1) 


.{ 
1 








NORTH CAROLINA 




\EII ISERX 


II HIT 


(> 


NtVAUA 










\ II II.KLSISOHO 


II KISC 


3 


1 iS l ECrAS 


^.KLAS 




BE AC FORT 


If ISM A 


6 


R M.EH;il 


II R II 


11 

fi 




BEL.MOXT 


IICGC 


10 


RLinSI'ILLE 


II FR( 




KORK 




HI RLIXGTOS 


11 IS ISIS 

11 ESS 


10 
1 


ROA\OKE RAI'IDs 


iniEl 
l( i 1ST 


n 








C A XT OX 


.Jinn 




R0( KI\GIIA M 


II i) \ 


2 


NEW JERSEY 




CHARLOTTE 


HAYS 


1 


ROI.KY MOI XT 


ll(.h( 


21 










insT 


1.") 


RO \BORO 


If RXO 


4 


A>RI RY PARK 


irjLK 


2 


DLXX 


IK.klS 


~_ 


SALISBI RY 


II S IT 


1'^ 


iT LAS TIC CITY 


ITErc 


7 


niRlIAM 


ACT IK 




S i\FORI) 


If If 






IT'LOn 


10 


EDEXTOX 


ircDj 


2 


SILI'ER ( ITY 




'I 




IfMlD 


- 9 


ELI/. A BETH CITY 


11 f. \c 




SMITH FIELD 


II Ml'M 


4 


BRinCETOS 


irsxj 


1 




II GAI 




SOI TIIER\ l'l.\ES 


n FEB 




CAMDES 


ITKDX 


6 


FAIRMOXT 


n FMO 


3 


TARIiOKO 


n CIS 


1(1 


SEITARK 


IT A AT 


10 


EAYETTEVILLE 


_. ICFAI 


15 


TR) 0.\ 


II TY\ 






iniiii 


82 




n TLB 


15 


ITADESISORO 


If IHL 


H 


TREXTOX . 


_ . irnun 


16 




n FXC 


11 


ICALLACE 


II LSE 






ICTTM 




EL QL AY SPRIXCS 


. JCFI G 


8 


11 ASIIL\GT0\ 


If RRF 


(t 




Coll our rep. STARS NATIONAL INC. {Plaza 8-0555) ond learn 
why more National and Local accounts insist on WHAT over oil 
other medio for the lucrative PHILADELPHIA NEGRO MARKET. 



WHAT 



AM 
FM 



Philadelphio 31, Pa. 
TRinity 8-1500 
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31 



CALL LETTERS 



HOURS CITY 



ir IIITEI ILI.E 

WILLIAMSTOS 
riLMlSGTOX 
WILSOX 

riNSTOX-SALEM 



irEAC 


25 


If I AM 


11 


WGM 


. _.. 15 


K'GTM 


. 9 


W'VOT 


14 


If' AIR - 


6 



OH/0 



CIIILLICOTIIE 

COLUMBUS 



DAYTON . 



GALUI'OLIS - - 
HAMILTON .-- 
MIDDLETOWN - 

SANDUSKY 

SPRINGFIELD 
STEUBENVILLE - 

TOLEDO 

WARREN — 

YOUNGSTOWN _ 



.—WADC . 

If CUE . 

ff llKK 
.--WBEX .. 
^. WCOL .. 

WVKO „ 
.... WAV I ._ 

WONE .. 
_..W]EII .. 

WMOII 

^WPFB 

WLEC .. 

.^WIZE .... 
__WSTV .. 
__WTOD .. 

.. 

_ 

WHOT .. 



OKL-AHOM>\ 

Df/A'CJ/V KRHD 

FREDERICK KTAT 

GUTHRIE - - 

HUGO 



MUSKOGEE 



KWRW _ 
KIHN ..- 
KBIX 
KMUS .. 



OKMULGEE 

rf/LS/i f^^^^ 

PENNSYLVANIA 

AT TOON A WVAM 

if AvTr FALLS ^g^?~ri8' 

cofJi^sviLii-zrs^^^^^^^^^ 

r-RIP WERC % 

fA^ElTZrZ. WEAR ^1 

HOMESTEAD f^AMO 16 

JOHNSTOWN ^ARD -^2 

PHILADELPHIA ^FIL % 

PITTSBURGH Z^A^.r 2 

SCRANTON ^ARM % 



SOUTH CAROLINA 

AIKEN WAKN ._ 

ANDERSON ^AIM 

WA \S 

BARNWELL f^^BAW ... 

BEAUFORT ^J^t,IJ 

BENNETTSVILLE _ IpSC 

BISIIOPVILLE fFAGS 

CAMDEN f^ACA 

CHARLESTON rCSC 

CHERAW f^'CRE 

COLUMBIA fFCOS 

DARLINGTON i^PFD 

DILLON f^'DSC 

EASLEY .. (T'ELP 

FLORENCE ^OLS 

GREENVILLE r/''^C ..... 

WFBC _ 
WQOK 

GREENWOOD WCRS .... 

WGSW .... 

GREER IT'EAB 

IIARTSVILLE _r//SC . 

LAURENS IT'LBG .... 

MULLINS l^'JAY 

MYRTLE BEACH ^WMYB 

NEWBERRY WKDK 

ORANGEBURG WDIX . 

WTND . 



SPARTANBURG 

SUMTER 

UNION 

WALTERBORO ... 



^WRHI _.. . 2 
WTYC ... 7 

...WJAN _.12 

WORD _. 1 

_. WSSC 13 

...WBCU 4 

.. WALD 6 



..20 



TENNESSEE 

CLARKSVILLE WJZM . 17 

CLEVELAND WBAC . 3 

COLUMBIA WKRM 2 

DICKSON WDKN 3 

FAYETTEVILLE WEKR 5 

FRANKLIN WAGG 7 

GALLATIN WHIN 3 

HUMBOLDT WIRJ 3 

JOHNSON CITY WETB 1 

KINGSPORT WKIN _ 6 

KNOXVILLE WIVK 12 

WKGN 10 

WNOX V2 

LEWISBURG WJJM 3 

McMINNVILLE WBMC 8 

WMMT 2 

MEMPHIS KWEM 6 

MURFREESBORO WGNS 7 

WMTS 1 

PARIS .^. WTPR 3 

RIPLEY _ WTRB 15 

ROGERSVILLE WRGS 3 

SPRINGFIELD WDBL 8 



TEXAS 

ABILENE KWKC 

ATHENS KBUD 

ATLANTA KALT 

AUSTIN KTXN 

BAY CITY KlOX 

BEAUMONT KFDM 

KRIC . 

KTRM 

BEEVILLE _ KIBL . 

BIG SPRING KTXC . 

BRECKEN RIDGE KSTB . 

CARTHAGE KGAS . 

CLEVELAND — KVLB 

COLLEGE STATION WTAW 

CONROE KMCO 

CORPUS CHRIST I KATR 

KCCT 
KUNO 

CORSICANA KAND 

CROCKETT KIVY . 

DALLAS KGKO 

KSKY 

DENISON KDSX 

EL CAMPO KULP 

FALFURRIAS .._ KPSO 

FORT WORTH KCNC 

GALVESTON :...KGBC 

KLUF . 

GONZALES KCTI . 

GREENVILLE KGVL 

HOUSTON KPRC 

HUNTSVILLE KSAM 

JACKSONVILLE KEBE 

JASPER _._ KTXJ 

KILLEEN KEEN 

LUBBOCK KDAV 

LUFKIN KTRE 

MARLIN KMLW 

MARSHALL _ KMHT 

McCAMEY KCMR 

MEXIA . KBUS . 

MIDLAND KJBC . 

MONAHANS KVKM 

MT. PLEASANT _. KIMP 

NACOGDOCHES KSFA 

PALESTINE KNET 

PASADENA _ _.. KLVL . 

POST KRWS 

SAN ANGELO KTXL 



-.V-2. 

.__ 6 

5 

. 5 

6 



SAN ANTONIO . 
SHERMAN 



SIN TON _ 

SULPHUR SPRINGS 

TAYLOR 

TERREL 



TEXARKANA 

TULIA 

TYLER . 



VERNON . 
VICTORIA 
WACO 



WICHITA FALLS 



..-.KCOR 

KM AC . 
.....KRRV 

KTAN . 

^^A^A' , 

.. KSST _ 
.... KTAE ... 

KTER . 

.... KTFS _ 

KTUE . 

.... KDOK . 

KGKB . 

KTBB . 
KVWC . 

KNAL . 

WACO . 

.....KTRN . 



V2 

.......y* 



VERMONT 

BURLINGTON WJOY 



BEDFORD 

BLACKSTONE 

CHARLOTTESVILLE _ 
CHRISTIANSBURG _.. 
CLIFTON FORGE _ 

CULPEPER 

DANVILLE 



FARMVILLE 

FRANKLIN 

FRONT ROYAL 
HARRISONBURG . 

HOPEWELL 

MARTINSVILLE 

PETERSBURG 

RADFORD 

RICHLANDS 

RICHMOND 



SOUTH BOSTON . 

SOUTH HILL 

STAUNTON 



WYTHEVILLE 



- WBLT . 
..WKLV . 
-WIN A _ 
-WBCR _ 
..WCFV _ 
..WCVA _ 
. WBTM _ 

WDVA . 
_ WFLO _ 
^WYSR _ 
.. WFTR _ 
...WSVA _ 
...WHAP _ 
.-WHEE _ 

WMVA _ 
-WSSV _ 
..WRAD _ 

_/r«/c _ 

.^WLEE _ 
WMBG _ 
WXGI _ 
-WRIS _ 
WROV _ 
WSLS _ 
.-WHLF _ 
...WJWS _ 
^WAFC _ 
WTON _ 
-WYVE _ 



. 26 



WASHINGTON 



2 

11 


KIRKLAND 

SEATTLE 


. .KNBX 

... _ fCTW 


_.S 

_.a 


23 

5 

1 

3 


WEST VIRGINIA 




BECKLEY 


WJLS 


..4 




WWNR 


.2 


3 


CHARLESTON 


. WCHS 


._2 






WKNA 


T 


4 

1 

4 


HUNTINGTON ._ 
LOGAN 


WTIP 

_ -..WPLH 

. WVOW 


12 

.8 
.5 


12 


MATE WAN 


WHJC 


-% 


.1 1 


OAK HILL 


WOAY . . . 


8 


4 


WELCH 


WELC 


.a 


% 


WHEELING 


..WKWK 


. 1 


% 

% 

1 








WISCONSIN 




21 

1 


MILWAUKEE _ 


WFOX 


¥2 


6 




WMIL 


8 



32 



SPONSOR NEGRO ISSUE • 28 SEPTEMBER 1957 



1. NEGRO MARKET 

[Continiu'd jroin pa{(i' 5) 

kcliii-; s|)C(iiili>ls for inside work. 
Ajfi'iicics arc Iiiriiij; special Xe-jio iiuir- 
kel researchiTs for orcjisioiial studies 
even though the\'re a long way from 
HHDO the oiiK agency specializing 
ill this area. 

in New York has a three-man 
Negro marketing isioii under the 
direction of Clarence Hollo I with John 
I'rocopo and Tom Sims). Voimg & 
|{uhicam. New York, hires a free-lance 
specialist. And Arthur MeyerhofT 
agenc\ in Chicago has long retained 
the services of Negro market consult- 
ant Leonard Kvans. 

These people among a few others are 
the a\ant garde of Negro marketing — 
and they know the odds which con- 
froui them. Hy and large, the great 
bulk of advertisers know little about 
.Negro radio e\en though radio s adver- 
tiser rosier is fdled with hundreds of 
long-time general product advertisers 
I see list elsewhere in this section). 

W hy should an adserliser use Negro 
media? Can't he sell cornflakes hy air- 
ing his announcement generally? Wh\ 
doe* he need a Negro station or a Ne- 
gro personality to sell a general con- 
sumption item? 

Keach or coverage doesn't mean sell. 
is the way Holte of BBDO sums it up. 
Coserage in and of itself, he says, 
ne\er sold anything. The use of Negro- 
appeal media heightens the impact of a 
commercial, creates a favorable climate 
for a sale, gels a psychological reaction 
of acceptance from the Negro listener, 
lakes advantage of the strong local per- 
sonality selling which thousands of ad- 
\ertisers seek today. 

Market basics: Despite the fact that 
white and black are people in common. 
the\ each have basic differences. Anal- 
ysis of these difTerences would occup\ 
thousands of pages in either a socio- 
logical or economic tome, but here are 
a few basics of which a marketer 
should be aware. 

• The segregation between Avhite 
and black has no analogy in the V. S. 
It is not comparable to the difTerence.- 
between Catholic and Protestant. Jew 
and Gentile, the Californian and the 
Vermonter. The line between black 
and white is a color line — and this line 
transcends all other difTerences or like- 
nesses. 

• The Negro, because of this color 
line, is on the defensive — a member of 
a minority different from any other 



minoril) in the countr\. The color 
line has gi\en him an cnliicK dilTcrcul 
rnllure and ^et of cii-^toms, despite gc. 
ograph). 

• One of the higgot marks of segre- 
gation is in housing. E\rii in NOrlli- 
crn areas the .Negro whether be l.e 
rich or poor is almost slrictK con- 
lined to one geographical area and ihi^ 
is nsuail) near the ( entral city. 

. Hecanse of this ph\ sieardoseness 
in li\ ing. there's less of a gnlf in con- 
sumption and li\ing habits between the 
rich and the poor Negro. Tlie\ li\e 
together, shop at the same stores, par- 
ticipate in the same communit) ac- 
tivities. 

• The color harrier prohibits the 
Negro from being as mobile as he 
might prefer, lie mav have Si 2 ff)r a 
>teak. as Robert V. Leatberwood of 
the Sesmour. Lealherwood and Cle\e- 
land agency in Detroit sa\s, but there 
are few restaurants which would wel- 
come his patronage e\en at that price, 
lie is limited in his out-of-home ac- 
tivities so there i* a marked tendenc\ 
for more in-home entertaining and a 
lietter quality of product for the home 

better grade of furnishings, china, 
foods, beverages, clothing. 

• Many of these elements add up to 
a strong sense of lo\alty. a need for 
identification with the Negro coninm- 
nity even though there is a concurrent 
struggle for acceptance in the non- 
Negro cominuiiit). 

• The best of the Negro radio sta- 
tions and newspapers encourage this 
search for identification — and the\ sell 
their advertisers' products better for 
doing this. The\ encourage fnnd rais- 
ing for a new Negro hospital or help 
distribute Salk \accine in Negro areas. 
They provide buses for handicapped 
Negro children or work to get better 
paving in Negro neighborhoods. 

This l\pe of identification isn't 
available in general media, according 
to one agency marketing man. He 
points out that a general newspaper in 
the South, for example, might well be 
read by Negroes with resentment. 

"Ediloriall) . the paper is either con- 
sersative or out-and-out against de- 
segregation or other contros ersial 
causes involving the Negro. So from 
the minute he picks up the paper, the 
Negro has an unconscious resentment 
against it. Then he inrns to advertis- 
ing surrounded b\ White Citizens 
Council news or news of some other 
group antagonistic to him. The cli- 
mate is bad and the bad climate is 



lran-<fcrrcd to liie jkK on lli.il p.igc, 
(•\cn ihongh it's a subconM ion- Iran^- 
fcrral. 

••'lake hi- wife, .she turn- to th.- 
iiom.-inakii.g and M.cielN v.-, ti<.n. >h. 'il 
never see a picinre of an\ friend ih'-ir. 
or a report of a Negro wedding. <hr'\\ 
ne\er read about a Ni-gro woman's 
( Inb meeting. ^ el s||,., i(,o. I- urged 
in eop\ to l)U\ prodiKl ,\. I'roilnrt \ 
has iwo stril.cs again-i ii before it 
starts! However, were thi- n<-w -paper 
ad to l.e r.-iuforced again s„l,c„n- 
st iousl\ with air cop) on a local Ne- 
gro station, the two strike- would be 
eliminated." 

Negro radio sUiiions have les, area 
for siich contr()\ers\ iIkmi do the Ne- 
gro print media or the general print 
media. i?\ and large there*- no editor- 
ializing, no taking of a firm -land. 
And Negro radio is b\ far the largest 
and mosi prosperous of Nei;ro media. 

Nrgio media: 15151)0 ha- thi- run- 
down on Negro media in a new .51- 
page presentation on the Ne^ro market 
compiled for one of it- biL'i;e-t ac- 
counts. Here are some extracts: 

,\ eu spapers : The first Negro new — 
paper was established in i;J27 and 
there are now 179 Negro papers two 
dailies. 168 weeklies. fi\e -emi-weeklics 
and three bi-weeklie*. Onl\ three are 
distributed iialionall\. lweiit\--ix of 
these are .\HC papers and tlieir \^J'-)C> 
circulation was H.50.00(). 

Magazines: The pioneer in this area 
is Johnson I'nblication-* in Chicago 
which publishes most major nation- 
alb distribnled magazines circulated to 
the Negro market: Ebony and Tan, 
monthlies, and Jet, a weekK pockel- 
sized news magazine. Khnny i- circu- 
lated primariK to upper income and 
urban Negroes. In \9r>() it carried 
777 pages of adserlisins in a total of 
1.. 514 pages. 

Rad\o: The number of Negro radio 
stations \aries \ear by \ear although 
the total amount of Negro-appeal pro- 
graming keep* expanding. si>(i\v()r';. 
Buyers' Cnule last March showed that 
ri(>V> stations carried Negro-appeal pro- 
graming. (For detailed anal\-i-. see 
stor\ on page 10. i 

The BBi)0 report include.l thi- 
statement on radio: "Negro-appeal ra- 
dio concentrate- on two program l\ pe- 
( Negro per-onalilie- and Negro folk 
music I and the -lation* are bas ing 
treniendou- »ucce-- with them. For the 
most part. lhe«e audience- are not as 
easily reached In other Negro media. 
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N<';:rti radio j)r(jfirairiing lia? a greater 
a|»|)('al to tlie mas^-c* of lower iii- 

(.oiicliided tliis siir\e}: "'iNegro me- 
dia an- iiislitiitioiis in tlieir respective 
comiminitifs. As a\ emics for group 
t'\|)('ri('ii(i's. tlie\ ser\e as forees of 
.-(Kial control. These media provide a 
rece|)ti\e ciiniate for direct coniinimi- 
■atioii and recognition of Negro con- 
-nnicis. " 

Tiiis .'i 1-page stud\, incidentally, is 
tlie -iiortest tlie Negro marketing divi- 
vidti of the agenc\ lias ever submitted 
to till' client and account group execu- 
ti\es. .\Ian^ of tlieui run 200 pages. 

Most ad agencies are inclined to 
follow the lead set 1)} the clients who 
show interest in the • Negro market, 
^(une observers think the agencies 
>hould j)ace these clients in recogniz- 
ing the need for \cgro market stud\ 
and then making specialized recom- 
mendations if the results justify them. 
\ll that Negro media pcoj)lc ask — and 
tliis recjucst is backed u]) by the Negro 
marketing consultants — is a fair shake 
in being able to jiresent their stories. 
As it is. the) now think entirely too 
many buying executives ignore the 
field altogether — and that includes 



clients and agencies both. 

Why do they tend to ignore it? 
\j)atln may be one answer, but some 
iiuirketiiig exj)erts think it's apatln 
caused by ignorance or by a disinterest 
in the entire field of sj)ecial audiences 
and the special sales results which lhe\ 
\ ield. 

C(>iisiiiii|ili(>ii palleriis: The best 
Negro radio salesmen ne\er present 
this kind of an argument: "We are 
the only ones who reach Negroes in 
our market!" But they do present this 
type of persuasion : "We reach Negroes 
best and most eflectivcly and if you 
have any reason to reach this market 
you need us." 

That qualifying phrase is the clinker. 
Many an advertiser doesn't think he 
has reason to reach Negroes apart 
fr(nn the general audience. Yet there 
are cases where market research people 
with even suj)erficial delving into buy- 
ing habits would find that their product 
is a "natural"' one for Negro-appeal. 
Take the beverage field as an example. 

Ebony and ]el magazines studied 
consumj)tion and brand preferences of 
licjuors, wines and beers in 12 major 
markets, sun e\ ing package and drug 



stores, bars, delicatessens, grocer) 
stores, restaurants and private clubs 
in areas jiredominantly Negro in com- 
position. Their conclusion: Estimates 
of per capita alcoholic beverage con- 
sumj)tion of the Negro market range 
from two to three times higher than 
white consumer volume; the Negro 
market. lO'T of the population, there- 
fore accounts for 20% of all alcoholic 
beverages — one bottle in every fi\e. 

An axiom of advertising is that you 
aim for your best prospects — and in 
many areas the Negro is the best 
prospect. Experts in the Negro market 
want a chance to tell their story so 
advertisers will explore the market for 
its potentials as related to their prod- 
ucts. 

Many advertisers, of course, use 
Negro radio or other Negro-appeal 
media but don't want anyone to know 
it. Tlie normal competition between 
products, particularly in the food, drug 
and beverage field, is sometimes 
heightened hy other forces which come 
into play. 

There is a stigma in some quarters 
so that a product identified particularly 
as being accepted by the Negro com- 
munity will be banned from the buy- 
ing list of some whites for exactly that 
reason. In other areas, where there 
is a highly inflammable situation be- 
cause of public school integration, any 
appeal directed noticeably to the Negro 
population becomes controversial. 

So a lot of advertisers using Negro 
radio won't say so. 

Drugs were the first major product 
group to buy Negro radio en nia^se. 
They're being followed now by foods, 
beer and cigarettes. Locally, one of 
the biggest surges of interest is found 
among automobile dealers. ( For a list 
of the major national advertisers using 
Xegro-appeal radio, see separate list. 
For a rundown on Avh)' and how some 
agency people buy Negro-appeal radio, 
see page 6.) 

Dii-k jockey selling: The best sales- 
man in Negro radio is, of course, the 
disk jockey. He's a prime mo^er of 
merchandise and he's the personal 
salesman in nine out of 10 buys for 
national advertisers. Duke magazine, a 
Negro publication which issued its first 
edition in June, estimates that '"500 
Negro disk jockeys are capitalizing on 
a $250 million radio industry." It 
cited the case of Chicago's Al Henson, 
now earning upwards of $100,000 a 
year. 



W A N T K 1) 




BY CLIENTS 
M^^^bers^ of ^The 




"Jack The Bellboy" 

Nolorious audience stealer 



These Men Are Wanted 
^.TRANSCRIBED. OR ALIVE 



"Daddy Sears" 

O. K. Gang Leader 



REWARD 



PAYABLE IN RESULTS 
For more information contact Sheriff Forjoe or any of 
his Deputies-or-call Warden Stan Raymond in Atlanta. 



DESCRIPTIONS 



"Jack Ihe Bellboy" . . . always 
sirikes belween 5:30 & 9:00 
A. M. Uses lop records, news 
and wealher lo muscle his way 
into thousands ol homes. 



IBBO 



"Daddy Sears". . . leader ol Ihe 
gang — armed to ihe teeth wilh 
laleni — Dangerous belween 
4:00&8:00 P.M. Has caplured 
a Iremendous loUowing and is 



KILOCYCLES 



WAOK 



dm 



ATLANTA 



34 



SPONSOR NEGRO ISSUE • 28 SEPTEMBER 1957 



BIGGEST 

Share of 




lA' iVIliT. ALKUSTA 

Richmond & Aiken Counties 

iVlIIA. Tliniiiijli FIJI. 
7:1111 AM Tuli:IIIIPM 

■Hooper. Fcbru.iry 19S7 

The only independent 
Negro station in Augusta 
is the TOP AUDIENCE 
STATION in the area ac- 
cord ing to the latest 
OVER-ALL HOOPER. 

And remember, there 
are 592,000 prosperous 
Negroes in WAUG's 
proven coverage area! 



MAIN STUDIOS 
BON AIR HOTEL 
AUGUSTA, GA. 

William C. Rambcau. Nat l Rep. 
Clarke Brown. Atlanta. Ca. Sou. Rep 
Represented by RAMBEAU 



lll-lli;; 



• III.- 

Km- 



II. .W .1...-S ll„. ,li.k j.Mk.-V 

K..1..TI r. l.c;illi.-i\v....(l, ;i<K. 
iiii.l iM;iikt-liii;r fr..in I 

|.;iil ..f 111.- iiM.NNcr: 
"liliv (1)111 iin.l .-x.il.'iiiciil ;i 
iii>)>l iiii|i)ii liinl lo.ils llicv ii^i 

a- iii-lriJiiicMl^ li. h-.l.l lli.- ;il- 
l.-iilioii (pf lli.-ii iiiidiciicf^. lli.-\ iilso 
• ■iKil.l.- (In- i.-.'..nl s,,iM,i.T^ s..ni.-\vlKil 
to \ciil tli.'ir own fi ii-lr;ilt'(l (Ic^iics for 
|)i.-;iMirc. 'I'hi- ciillm-iii-m i- iiii|i.)i l;iiil 
|pcc;iiis,. tli.-\ pciforii) for ;i liijililx 
(rilicnl jirouj) .)f listeners. TIdii-iIi 
!-\ m|)alli('lic I.) ;i |)oiiil. Nc'.m-.x-^ t|ni( kl\ 
(Ifx-rt ciilcrlainiiicnt wliidi is Iporing 
or lo.) .-^liorl of |)rof<'ssi.)iKil staii.hird-. 
."^iicco^fii! Nejiro disk j.xkcv- main- 
lain a |)a(i' on llicir allows lliiil tan 
he coinijarcd to a colorful IpIow -])y- 
hlow dt'<fri|)li()n 1)\ a crark >|)orts 
amiomift-r. 

'■Ncjiro di>k j.)('kc\s are well aware 
llial li-lener^ demand feverish exrite- 
mcnl; llie\ fulfill lliis lliroiifjli (Knamic 
dclivcrv and s|)irilc(l record selec t ion. 
The fe\er i> heijihtened h\ I lie rh Uli- 
I'.iic st\le in which tlie\ talk. Com- 
mercialr- are read in a drixiiij: fa.-^liion 
that ie<cml)]es an e\|)lt)>i\e drum solo. 
Ihe .sponsor's written ap|>eal is snp- 
|)leinentcd with coiniiieing ad lil) re- 
marks delivered in nnifjue and de>cri|)- 
ti\e terms that honor the iNejiro uifl of 
erentinj! unu-ual jdirases with muisual 
meanings. 

"It never ceases to ania/.e store- 
kee|)ers that new Negro customers will 
walk U|) to their counters and |)roudly 
aimounte that the\ 're making a |)artic- 
ular |)nrcha-e liecau>e the\ were ad- 
vised to do so ])\ their favorite di.-k 
jocke\. \n(l the d.j. hacks away at 
still another main sonrce of \egro 
sales resistance: jireference for |)restige 
lirands and trading s|)ots. 

\nd Negro d.j.'s have far less 
ground to cover tlian their white 
counterjinrts I in terms of merchandis- 
ing and personal a|)|)earaiices hecause 
ira|diically limited area;- 
and liv inir • . ' 



of their ; 
of niohilitv 




Copy rt-.seai rli : \lo>t advertiser- |ire- 
fer to let the jockev work from a e.)|iv 
platform— the kev cojiy point? arountl 
which lie huilds liis own liard -elling 
commercial. Rut marketer John Pro- 
co|)e of l?ni)0 savs this about c.)|)> 
a|)|)eals: ^|1eeific points which are to 
he hit in co|iv are most frei|uentlv 
delennined In a white panel com|iri-ed 
of various ethnic groups. 

Ct>py. in his o|)inion and in that of 
maiiv other marketer- in or on the 
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as always . . . 

New Orleans' 

ONLY 

STATION 

with 100% 

All Negro 




★ PROGRAMMING 
-k PERSONALITIES 




edge of the \egro market, should be 
researched for >segro appeal or rejec- 
tion and then incorporated into the 
campaign. Many items, of course, re- 
quire no copy change. But many times 
sales points are omitted which would 
I e persuasi\e to the Negro, and some 
are used which unsell him while he's 
hearing the commercial. 

The answer: Clarence Holte ad- 
vises that in this situation — as in 
most — education is the answer. 
Agencies and clients need to he edu- 
cated to an a\Nareness of their sales 
potential in the Negro market. Radio 
stations need to learn how to serve 
the Negro community which they sell, 
how to become an integral part of it. 
Station reps need to know what they're 
trying to sell, the ways in -which these 
markets will fit the problem of the 
advertiser, the facts of life about their 
station's capabilities. 

Too many reps, in the opinion of 
agency men with whom SPONSOR con- 
versed, are exploiting the Negro 
market rather than developing it. They 
undersell their stations because they 
over-sell them, make exaggerated 
claims, give inflated statistics which 
when checked by agency research 
people show an out-and-out misrepre- 
sentation. 

One agency officer who declined to 
be quoted made this statement : "We 
buy a lot of Negro radio for almost 
every product in the house. But we 
know how to use it, which isn't true 
of most agencies, and we know what 
not to let the stations get away with! 
A lot of the radio stations think they're 
on a gravy train. What they don't 
realize is that we can blow the horn 
on 'em, and a lot of agencies have 
already done it. Sometimes it just isn't 
worth the effort to try to move into 
the Negro market because of the in- 
efficiency and downright ignorance of 
many media people involved. 

"But we know Negro radio sells for 
us — and sells like mad. And as long 
as we are in control, rather than the 
media people themselves, Ave'll stick 
with it. It s a great market in spite 
of some people in it!" 

At this point, there's no such thing 
as network Negro radio. Leonard 
Evans of Chicago headed the National 
Negro Network three years ago, which 
sold a daytime serial series to Pet Milk 
and to Philip Morris. The 40-station 
network was discontinued after a year 
although Kvans still hopes to put it 
back in operation some day. 



There are moves in the direction 
of syndicated Negro-appeal programs 
from time to time, the latest one being 
a series on Outstanding American 
Segroes by Alan Sands in New York. 
This includes an unlimited number of 
five-niinute transcribed shows with 
narrator Maurice Ellis telling the story 
of unusual men and women. Sands 
is packaging these for different audi- 
ences — male appeal shows for a beer 
sponsor; women's appeal for a food 
manufacturer. 

(A detailed analysis of the types of 
programing available on Negro radio 
stations will be found in the story 
starting on page 10. 1 ^ 



2. AGENCY ANALYSIS 

[Continued from page 7) 

which most salesmen don't have. One 
of the biggest determinants in my mind 
is the standing of the Negro-appeal 
station in its own comnmnity. Some 
stations have outstanding records of 
cooperation and community service to 
their Negro listeners but others merely 
exploit this group as a potentially lu- 
crative audience. I suspect the Ne- 
groes soon realize which of the two is 
the case, and that they support the first 
type of operation. So would I, were I 
buying a station!" 

Aunt Jemima flour: One of the 

most unusual talents in the Negro com- 
munity is a Chicago spiritual singer. 
Mahalia Jackson. Aunt Jemima Self 
Rising Flour, made by the Quaker 
Oats Co. of Chicago, is sponsoring her 
for a second 26-week cycle on WBEE, 
Chicago. 

Here's what Jack L. Matthews, di- 
rector of media for the Clinton E. 
Frank agency there, has to say about 
the program. "Our experience indi- 
cates this personaHty has considerable 
influence on Chicago's Negro popula- 
tion and this station seems to be a very 
logical vehicle to directly reach this 
market. The combination of these two 
factors should contribute nmch to in- 
creasing the sale of the flour among 
the colored people in Chicago. " 

Nadiiiola bleach cream: Another 
Chicago agency executive. Frank H. 
Hakewill. vice president of Roche. Wil- 
liams & Cleary, superv ises Negro radio 
purchases for Nadinola bleach cream. 
He reports that his agency buys Negro 
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radio Ix-tiUiM- of tlic market wliitli 
tlit'N t oiisidcr i>; iu ailalilc for tlit- protl- 
iirt tlu'\ a(l\frtiM-. 

lie adds: "We altcmpt to piircliaM" 
projiraius tliat would be liigli iu fc- 
lualc listeners ami tiierefore we tr\ to 
liiiv iu or adjacent to imisic or 

spirituals. Tiiis is our preferred type 
of projiraiiiiiisi. iml we do not con- 
fuie oiirsehes to ill is. We are rather 
more roneeriied with available aiidi- 
eiice and indication of the female se<;- 
incut." 

lie thinks ."Scfzro-appeal radio costs 
arc fairly stable, and that stations 
carrjinj; this t\pt' of programing; gen- 
erall\ >ffin to nndcrstand "that the ex- 
penditure has to he justified by the 
sales that are obtained. And therefore 
the\ ha\e to be kept in line." 

.Maiiit' Sardines: Another product 
identified jjarticularly with Negro 
market consumption is sardines. It's 
a healthful, available and inexpensive 
food which can he served in a variet\ 
of wa\s. 

George Wright Hriggs. Jr.. radio 
and television director of BBDO in 
Boston, discusses the use of the me- 
dium by Maine Sardines. 

\\ li\ does he buy Negro-appeal 
radio? "For its specialized appeal in 
view of the fact that research shows 
the Negro people are heavy pur- 
chasers of our client's sardine products 
and we feel that this medium reaches 
this audience very effectively. Radio 
listening rates higher than newspaper 
readership among these people in the 
South, while tele\ ision circulation is 
still lower there than in other parts of 
the countr\ .'' 

Negro radio "pinpoints our special 
audience for us. an audience which 
we alread) know is receptive to the 
product. In addition, we use some 
general-appeal radio for coverage of 
a wider nature. We generally buy into 
or around programing which is apt to 
have a housew ife appeal. This may be 
home forum programing or music of 
the spiritual or jazz type. Some of the 
latter unquestionably garners quite a 
bit of listening from the white audi- 
ence as well.'' 

He sees a decided growth factor in 
Negro radio. "It seems to me that the 
number of stations employing this 
type of programing is increasing all 
the time. This is natural since the 
economic status of the Negro is being 
bettered continuously, thus increasing 
his bu\ ing power.'' 



FIRST CHOICE 

or sour I liens CALironsiAS 

400,000 NEGROES 

HUNTER HANCOCK'S "HARLEMATINEE" 
NO.l IN EVERY SURVEY 




5,000 watts serving 6,000,000 people 

K-P©IPlos Angeles 

Represented nationally by National Time Sales In New York and Chicaga, and by 
The Meeker Company in San Francisco. 




K-JET 

BEAUMONT, TEXAS — 

1000 WATTS _ 1380 KC 
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TOPS 

IN 

NEGRO 

PROGRAMMING 

WIBB 

MACON, GA. 

No. 1—1000 Watts— 
4 Times the 
Power of Closest 
Competitor 

No. 2 — Received in All 
Middle Georgia 
Towns 

No. 3 — Original Negro 
Programs in the 
Macon Market 
(Almost 9 Years) 

No. 4 — No Opposing 
Stations on 
Same Frequency 
in Surrounding 
Georgia Towns 

No. 5 — Largest 

Percentage 
of Total Time 
Devoted to 
Negro Programs 

No. 6 — More Live 
Negro 
Performers 
Than Any Other 
Macon Station 



ir? tliiiik> co^ts w ill inc\ itabl) 
lisr ill \e<{ro radio, hut jiradually, be- 
cause lie see.- iiifieasing audiences and 
an upsurge in local radio. "This 
means the future of Xegro radio 
should be good, and in my opinion 
should be a lucrative field for Xegro 
nianageinent. 1 believe that stations 
of this type should rightfully be under 
Xegro control and not under white 
ownership such as today." 

With this growth of Xegro radio 
which I^riggs sees there's also a grad- 
ual tendeney for more stations to be 
owned and or oj)erated by Xegro per- 
sonnel, as be suggests. More station 
management teams are headed by Xe- 
groes than ever bebire. Some stations 
employ a 100 per cent Xegro staff al- 
though they are still in a small minor- 
ity. For a list of stations hiring Xegro 
personnel and the jjereentage of X'e- 
gvo employees to total, see the station 
charts elsewhere in this section. 

Briggs and man) of his advertising 
agency colleagues would like to see a 
great deal more authoritative research 
conducted in this field. Here are some 
of the specifics be would like to have 
available: 

• statistics on Negro listening and 
viewing habits: 

• analvses as to how variations in 
income and at educational levels affect i 
the products purchased by Negroes; | 

• a comparison of television set 
ownership of white and Xegro families 
in the South: 

• more Xegro station Pulse reports I 
( The Pulse now does this on a continu- ' 
ing basis only in New York City I : I 

• a report on how the Xegro's sta- ' 
tus in life (meaning daily occupational 
schedule, male or female) affects his 
accessibilitv to radio and /or tv at dif- I 
ferent times of the day. | 

This is the information Briggs and 
other client and agency buvers want to 
know- about the Xegro market. 

Feen-;i-iiiiiit and Cliooz: Sam B. 

^ itt, buyer at Doherty. Clifford, Steers 
S. Shenfield in Xew York, handles the 
purchase of Xegro-appeal radio for 
Feen-a-mint and Cliooz laxative chew- 
ing gums. 

V^'hy does he buy Xegro-appeal ra- 
dio? "T^ecause this market represents 
' well over 17 million jjeople. Although i 
we feel we cover the Xegro population 
with our general media, we try also to 
reach them as Xegroes. We buy spe- 
cial Xegro programing which delivers 
our sales story with more dej)tli into 



Rate Adjustment 



Effective 



Dec.1,1957 

See October Issue of Spot 
Radio SRDS for new rates 
adjusted to meet this 
RICH MARKET, a met- 
ropolitan population of 
268,000, 36% of which is 
Negro, receiving 43%'^' of 
every payroll dollar. 



KANV 

1050 kc- -DAYTIME 

the OHLY ML Him PROGRAM SMion in 

SHREYEPORT, LOUISIANA 



PULSE Proves Dominance 

WFEC 

In Miami Negro Homes 



* WFEC is highest of all 
Miami stat-ions in every Ya 
hour period. 

* WFEC Sat. & Sunday Negro 
Pulse Ratings are almost 
DOUBLE the next highest 
station! 

Pulse Cumulative Audience 
Study 

IN ONE DAY 60.7% 

OF THE NECRO HOMES LISTEN TO WFEC 

IN ONE WEEK 91.0% 

OF THE NECRO HOMES LISTEN TO WFEC 
^p£Q 1220 on your dial 

350 N.E. 71st St., Miami 38, Florida 

Represented Nationally by; 
Rambeau 

347 Madison Ave., New York. N Y. 

)ames S. Ayers 
414 Clenn BIdg., Atlanta, Georgia 
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tl.r \rp 

^(•IH'ltll I 



l.<-(;iltM 
it\ itoii 



> iiuiikcl iIkiii |i(i1i;i|>^ uiii 

to iiiditjitc tli;il Ncjiiuc^ ich 
lic;i\il\ upon fiiiiiiliar l>r;iml 
ill llicii |iiii('li;i~hi<: ;iii(l ;iKo 
• tlic\ >li(>\\ toiifciii iilioiil tiiKil- 
1-. riiof rr;iM)iw in atldilioii 
Id llioM- iiiai kctiii^ oiic^ whit li sliow 
111.- \<-i.. iiiaik.-t innallrliiip lli.-v- 
piodiKl iiuiikcliiij.' piofilo iiiiliialf, 
lo soiiif cxtfiil, \\li\ llif^c luaiid- x'fk 
llu- \<-i.. niaik.-l." 

ll.-i A 111.- I\p.- of >, l,.-d lu- l.ll\^ 

for tlioc |)iodii( Is: Tlif\'ic ill >oiiic 2' 
iiiarkcis tliionulioiil the coiiiitiy. The 
fi f(pn'iic\ . di'pciidiii;.' on iiiaikct >\/v. 
rani.'f> from iironiid fiM* lo l.i oiic- 
iiiiiiiile parti(i|)atioii> \\rckl\. Tlicrc 
i- an cmijluisi-, \ ill >a\>. on partici- 
jiatiiii; |)ro>:raiii> lalllioiipli iiol cxt In- 
^i\cl\ ), prima ril\ ■■liccau^i' it lui> hcfii 
onr fxpfricncf that \f<:ro ])tMsonalil\ 
projiraiii* in \\lii(li our roinmrn iaK 
aro sliowrax'd lend an imparl \\lii( li 
nia\ not oIIkm u i<e be a\ailable. Onr 
(•o|)\ a|)|)i'al> are almost al\\a\s the 
~anie a^ tho^c (h^li\ered \ ia the gen- 
eral nieilia." 

Feen-a-niint and Clioo/. in his agen- 
cy s opinion, have a |)arlienlar adapla- 
hility to the Xegr.) market. \\'h> ? 
"I'roduets of this t\pe have tradition- 
ally shown relati\ely more strength in 
lower-iiieome, semi-skilled or unskilled 
oreiipatioiial groups. Sinee this in the 
main is true of the rSegro grouji. as it 
is also true of eertain white grou|)s re- 
gioiialK. we feel the \egro market is 
oiii- whieh should he shown attention." 
e\|)lain5 \'itt. 

He sa\-. the trend to nchertise to 
Negroes is inrreasiiig. "An interesting 
indiration of this would be to take a 
eomparati\e look at the num])er anil 
([uality of a(l\ crtisei s in an is^ue of 
Ebony this \ear as opposed to one for 
last \ear. \n(l rertainly the number 
of ad\ertisers using Negro radio has 
iiiereased. ( I'or a partial list of ra- 
dio's "number and tjuality" of adver- 
ti-ers. see list elsewhere in this issue. I 
"It seems to me the faet that the x\e- 
gro population"s total cash income af- 
ter ta\e>, some S15.2 billion repre- 
senting today a purchasing power al- 
most matching the \alue of all mer- 
chanilise annualK e\|)orted from the 
I . S. is an indication that the ISegro 
market is indeeil an expanding one." 

\\ hat kind of new inforniation 
would he like to see available on the 
Xegro market? H\ and large, he 
thinks most available information is 
helpful. The ratings ser\ ice:', how- 



.•\ti, "might do well t m^iii. the 

Negro andieiiee^ with more fi ei|ii(ii(\ 
and |)riliap> with some detail in ichit- 
iiig tlieir Negro iiiea^ii reiiients to the 
iiuirket a> a whole. 1 lia\.- no doiibl 
that thi^ will in time come about due 
to tlie Negroes* ia|)i(ll\ e\|)aiidiiig pur 
( having |)ower a^ well a> tlieir e\|)and- 
iiig population." 

(t(t(t cold |irc|iai':iti<iiiH : Mf)nti- 
cello Drug, which makes GGG ruh\ 
|)re|)aiatit)n>. i^ another ad\ertisiT aji- 
|)ealing to the Negro market. It's re- 
gionally distributed. jirimariK through 
the Kast and into the South as far West 
as Texas. Negro radio is n^cd jn imar- 
il\ in some 5()-ph|s nietro|)olitan mar- 
kets. Li\e particijiations ;ire broadcast 
h\ well established local personalities, 
>( heihdes start earl\ in October before 
the cold season, mo\c u|)ward from 
four a week to se\ eii a week in No- 
\ ember, hit the strong point at 10 or 
12 wcckl) in Febrnar\ and then taper 
down to the end of March. There's 
a two-week hiatus o\er the holidays. 

This is the pattern outlined by Doug 
lluinm, tiniebuyer at the Charles W . 
lIo\t agency in New "^'ork. 

\\ by does he want a live perponalit\ 
to sell 6()6? '•IJecause we get so much 
more out of his deli\er\. We send a 
fact sheet and gi\e him a little guid- 
ance and then rely on his own sincer- 
ity and personal sales ability to make 
the sale. We like to reach women 
primarily, because they do most of the 
shopping, but we Avaiit some men. too. 
We buy early morning, noontime, late 
afternoon and early evening. We jiih" 
up hea\iest on Thursday and Frida\ 
or at the front end of the week because 
that's when drug stores ha\e their 
greatest \olunie.'' 

Many elements enter into the judg- 
ment of which Xcgro station to use. 
Coverage, says Huinin. is important in 
some cases, less vital in others. Rat- 
ings "pla\- a big part." but the biggest 
factor is the influence and popularit\ 
of the local personalit\ . Particijia- 
tions range through all types of pro- 
grams easy listening inusic. news 
shows, rhythm and blues or sjiirituals. 

llumm. commenting on the annual 
gain in the number of station- carr\- 
ing Negro-appeal programing, sees this 
as an ine\ itable answer "to increased 
listening and increased demand for this 
tyjie of programing.' 

He thinks the measure of lo\ altv in 
the audience depends on the person- 
ality, "who has to be prett\ darned 
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Los Angeles Area 
THE ONLY 

DAILY 
RELIGIOUS 
MUSIC PROGRAM 

Directed to 

300,000 
NEGROES 

Brother Clarence Welch 

7 years — same program 
same station 

9:30-10:30 A.M. — Daily 

Success Stories — Availabilities 
on request 

— ALSO 
JOE MASSENGALE 

RISING D.J. 
A REAL SALESMAN 

10:30 --11:00 DAILY 

5000 WATTS 

KALI 

Los Angeles — Pasadena 

Rep.— Richard O'Connell 
New York— Chicago 

A Telebroadcaster Station 
Ry. 1-7148 



good before he even begins to get audi- 
ence identification. And he doesn't get 
it just because he s a Negro. One of 
the biggest marks in his favor is his 
activity in the \egro community and 
his participation in its affairs." 

Armour Star lard : A consumer 
product which has general appeal but 
\\hich also seeks to reach the special 
Negro audience is Armour & Co.'s Star 
lard, serviced by N. W. Ayer in New- 
York. 

The Southern Negro tends to eat a 
great nian\ fried foods and lard is used 
for this deep-fat frying. Negro-appeal 
radio in selected markets is the tactic 
of the agency, as handled by buyer 
Sol Israel. One of the biggest pluses 
to a Negro station buy, in his opinion, 
is the merchandising which accom- 
panies it — the moves w hich Negro per- 
sonalities and station management 
make to maintain distribution in food 
stores and, in some cases, to increase 
it. The media value is actually some- 
what secondary because of the unusual 
nature of lard marketing, says Israel. 
Because the general consumption of 
lard is on the decline, media blends 
with merchandising as a bolstering 
action. 

He thinks the Negro is "far more 
brand conscious than the non-Negro, 
for social reasons." Most national ad- 
vertisers, in his opinion, tend to 
"shade" their Negro buy rather than 
to separate it completely from a gen- 
I eral-appeal buy. 

I This "shading" means simply this: 

! Advertisers will tend many times to 
buy a general-appeal station which is 

I known to have a large Negro audi- 
ence rather than to buy a Negro sta- 
tion as differentiated from a non-Ne- 
gro outlet. But Irsael thinks you get 

1 "depth" by buying specialized media 
"although this is a luxury most adver- 
tisers can't afford. ' He cites cigar- 
ettes as notable examples of big com- 
panies which can afford to hit sys- 
tematically such specialized groups as 
Negroes and college students. ^ 



3. CASE HISTORIES 

[Continued jrom page 9) 

on a regular basis.'" 

Yet the station reports that "new- 
figures show that the product sales in 
one month exceed those for the whole 
\ ear's sales when compared with sales 
figures for two \ ears ago." 



Food ProducI: International Salt 
Co., Scranton, for its Sterling brand 
salt, started a spot campaign last Oc- 
tober over WNJR, Newark, N. J. It 
had never used Negro radio and was 
testing it with BBDO. It wanted to 
reach women with minute participa- 
tions in three daily spiritual programs 
with WNJR announcer George Hud- 
son as Sterling's spokesman. 

The station backed up the air sched- 
ule with in-store merchandising, per- 
sonal appearances and dealer mailings 
to the point where the test has been 
extended to a 52-w-eek schedule. 

N. Tomaselli, district manager of 
International, made these comments on 
the appearance of Hudson in three Ne- 
gro neighborhood food stores. "Before 
the hours set for Hudson's appearance, 
the storekeepers in each store were 
complaining about how- slow- business 
was with just a few stragglers in each 
place. When George made his appear- 
ance, the people started flocking in at 
a steady pace so that each store sold 
four to five cases in an hour, one pack- 
age at a time." 

Men's clothing: This results report 
went to WOBS, Jacksonville, Fla., from 




•Alton Lee 
510 West 144th St. 
New York City, N.Y. 

•WWTII.'S PERSONALITIES SELL 

more merchandise for sponsr 
Delivering the largest 
AtTDIENCE for your product. . . . 
Supporting your schedule with a 
barrage of CONSTTMEB ADS. . . . 
UEBCHANDISIMG CBE"WS work 
full time in Supermarkets and drug 
stores for you. . . . TREE. . . . 
LQ-W SELLING COST of 12c per 
thousand. . . . 

call or write 




Woodside 77, New York City 
Tel— DEfender 5-1600 
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K. (j. Smith, iiuiiKi{:er of (]liain|)ioirs 
t lotli'mg ^lore tlu'ie, 

">iiirf iNovi'iiilit'r, I'JoO, \\lien I 
started iHl\i'rti>iiif.' mi WOHC, Cliaiii|)- 
ion's hi\< ciijoNt'd a iiirc 'mrrea^t' in 
liusiiicss liftwfi'ii In'f and 20'',, for 
N\liirli I }ii\t' \on cri'ilit. 1 lia\e re- 
fci\ed niDrt' calU and custonu-r^ from 
this ad\ertisiiij: than aii\ nther I ha\(' 
fwr u>ed. In the i)a>t. 1 ha\t' spent 
more than three times as much per 
month in ne\\>|)apcr ad\ertising \\ith 
no increase in m\ hnsincss. 

•''riiD mail) merehants think of \e- 
uroes as eredit customers. Chanipiim's 
sells men's and l)(i\s* dre-s and work 
c-hithin}: for eash onl\, \et our h)c-ation 
has four eredit tlothinjr stores on one 
side of us and two on the other. In 
spite of this. ni\ business during I)e- 
cend)er and Jaiuiar\ was lietter than 
an\ of these neighboring stores, which 
I attribute to \\ 0H5 ad\ertising. 

"l plan to continue my ad\ertising, 
increasing it at e\ery opportunity, as 
it is the first advertising of any kind 
which has realK paid olT for nic."' 

('nr (Iciiler: Hallcntine & Burson Mo- 
tors in Colundiia. S. C, last fall started 
using WOlC for the first time, hu\ing 
five announcements a day on Monday. 
Tuesday and Wednesday and then 
saturating on Tliursda\. Friday and 
Saturday . 

The results: Client Charles Ariii- 
stroiig sa\s "For the first time in our 
histor) we had as many as 15 people 
on the lot at one time: our average i? 
two or maybe three. By Saturda\ 
night we had sold 11 cars directly 
from this ad\ertising — gi\iiig us the 
best Saturday and the best week we've 
had in \ears. 

"We have been able to attribute an 
average of three cars per week sold as 
a result of using \^'OIC. The largest 
portion of our advertising budget 
which formerly went into newspaper is 
now l>eing used on this station." 

Food store: Star Super .Market is 
located directh across the street from 
a large chain store affiliate on a main 
thoroughfare in Jackson. Miss. It be- 
gan a schedule of 24 one-minute an- 
nouncements weekly on \^ OKJ about 
two and one-half \ears ago. After ad- 
vertising for six months, business had 
increased SC^f and the manager added 
another checking stand. 

.\fter nine months on the \egro- 
appeal station, the store added a new- 
front and doubled the floor area. Last 



^uiiiiiicr the eoiiiiiicK ial schedule was 
eX|Kiiuled to Sl.tMM) iiioiitliK and all 
other ad\ertisiiig eliiiiiiiated. l.a^t win- 
ter Star ^up. r Market bought the ailja- 
cent pro|)ert\ and built a 2.').(»()()- 
s(piarc-foot jiarking lot. 

The iiii)>t recent e\|iaiisi()ii i^ iuhli- 
tioii of a new s,-lf -crNic e meat dcjiart- 
iiieiit which is doing business at the 
rate of almost ST.lO.OOO a \ear. The 
radio schedule now runs at SI, 200 
nioutldy with a rejiorted sales increase 
of 100' (' . In addition, the store owner 
also owns his own tratling stani|) coni- 
paii\. lie reports 'Ji'* Negro bnsi. 
iiess coiii|)ared with 1."/,' .'^0 moiiths 
ago. It now is the largest iiide|)eii- 
deiitly owned snpei market in the eit\. 

(MI coinpaiiy : \\ 1)1 \. Memphis, lis- 
teners were iinited to go to their near- 
est Pure Oil station to |)ick u|) a free 
lucky rabbit s foot ke\ chain, each with 
a serial number. The station railed olT 
on the air eight luck\ numbers daih 
with winners getting a radio if they 
railed within 10 minutes. 

In 13 weeks, the gas stations ga\e 
away 50.000 ke\ chains. 

Shopping center: Watkins Shopping 
Center grew from a couiitr\ store into 
a grocer), a hardware store, a feed 
store, an appliance renter, a major 
ser\ice station and a bank of frozen 
food lockers when the city of Houston 
grew to and around it. Its trade is 
T5-. Negro. 

In August for two da\s Watkins 
Shopping Center staged a giant Xorge 
"locked-in sellatlion"' with salesmen 
dressed in prison garb and locked in 
jail until a custt)mer came to get them 
out for a sale. The only advertising: 
a three-day spot campaign on KVOK 
and a Saturday remote from the center. 

\Z. 11. Wood. v.p. of Automatic Dis- 
tributing Corp.. the Norge distributor, 
said: "The results were 'faiitahulous' ! 
The grocery store sold out twice, the 
biggest grocer\ week in the liistor\ of 
the center. Nineteen Norge units were 
sold. From 6.000 to 7.000 people 
turned out for the .sellathoii while ouK 
seven cars a|)|)cared at the opening 
celebration of a new competitor across 
the street." 

.Mail order: S. I. Rosenfeld of the 
ShafTer Brennan Margulis agency in 
St. Louis commented on this WOV. 
New ^ ork. success. 

"^'hen an ad\ertisiiig campaign pro- 
duces orders for apprnximatel) 16f 
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SERVING OVER A QUARTER 
OF A MILLION NEGROES 

These top rated Persona t 
real Y 0 'he 'ob. . . 

★ NORFLEY WHITTED 

★ HONEYBOY FORD 

★ DR. JIVE 



TAKE A LOCK AT THE 
FAC S 

Ca 0 r 'or a pee< at 

t : e \ A g <:t ^ Se^en 
Court PULSE 

The Greatest selling station in 
America 

WSRC 

1410 — The hottest spot in 
Eastern Carolina 
Call RAMBEAU 
Southeastern — Dora -Clayton 
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.HICACOS 
OUTSTANDING NEGRO BUY 

WOPA 

Featur ng Ch'cago's 
red test Air Personalities 



BIG BILL HILL- 



30- 6:30 c 
:00 10:00 e 
30- 4:00 F 



.m.-MIdnlqht 
McKIE FITZHUCH — M dniqht 4 a m. 
Chicago i Only A! Niqht Neqro Show 

"C.C." GEORGE CRAVES— 2:00 3:30 

P.M. 



cover the Chicago Neqrc 



Mar- 



ket of 800,000 p 



WOPA 



1490 KC 

Egmont Sonderlinq 
General Manager 

Represented Nation 
Stars National, 



Al Michel 
Manager 




More hours of 
Negro Programming 

than any other 
Station in 
Southern CaHfomia 

Johnnie Otis 
Hunter Hancock 

Southern California's 
Most Popular 
Radio Personalities 

Represented Nationally by 
HEADLEY-REED 



FOX 

1280 on your dial 



per unit ulieii lite clioiit can afford to i 
pa) 40(5, that's iiews! 

"W^c uere a.stoiiislied to learn that 
)our order co.st on tlie religious table- 
cloth offer of L iL M Co. was lG<^—hy ' 
far the lowest of aii) station in the 
country (50 were used). For an ad- 
\ertisin<; cost of under $600, you pro- 
duced 3.685 orders. That's a phe- I 
noinenal showing." | 

Opticul conipuny: The Delta Optical 
Co. in Clarksdale, Miss., according to 
owner John L. Mitchell, is spending 
90^( of its ad budget on W ROX there. 

Mitchell took over the business and 
used the station for three continuous 
years. He says "'We have served well 
over 25.000 customers and 1 would be 

; unable to put a specific value on what 
WROX and its personalit\, Earl 
Wright, have done for us."' Xo other 

1 advertising, in his ojjinion. has gotten 
him this t) pe of result. 

Appliiinces : WSOK. \ashville, re- 
porting on a local outlet for a vacuum 
cleaner and sewing machine cliain, 
says the concern bought six fi\ e-min- 
ute programs to sell a vacuum cleaner 
priced at $149.95. The total cost of 
advertising was $59.40 yet this same 
advertising sold more than $6,000 
I worth of merchandise in one week. 

i Car dealer: Lloyd Ford Co., a tradi- 
tional newspaper client in Jackson, 
Miss., used Negro radio for the first 
time with a schedule on WOKJ. The 
buy: announcements promoting a "red 
tag" sale. The dealer sold 44 new 
cars, largest number ever sold in one 
day by any dealer in the state, with 12 
of these going to Negroes uho had i 
tuned to WOKJ. The client now car- 
ries continuous schedules on the sta- ' 
tion. 

Food product: W'XOK, Baton Rouge, 
reports the sale of crayfish is big busi- 
ness in Louisiana. J. F. Sexton & Sons 
\\1iolesale and Retail Fish Co. of Rose- 
dale. 15 miles across the ^lississippi 
R'ner from Baton Rouge, ^^ anted to 
sell crayfish in 25- and 50-pound sacks 
at 10(* per pound. 

It bought four one-minute aimounce- 
inents daily for a week using each of 
the station's four Negro personalities. 
In 10 days, at a cost of unh $96 and 
using WXOK exclusively, the companj 
sold 56.000 pounds or 2.1 tons and took 
in $5,600. Buyers came from as far 
as 50 miles awa\ . 



"Lord Fauntleroy' 

BANDY 

Is Your Salesman For . . 

WUST 

To Sell ALL of the Negro Market 
in Washington, D C. 



*No. 1 Disc Jockey 

Station WUST 15.2 
Station B 12.0 
Station C 4.6 
Station D 1.2 
Station E 0.4 
*Fact Finder Survey 
Jan. '57. 



WUST 

1343 You St. N.W. 
Washington 9, D. C. HObart 2-001 1 

NATIONAL REPRESENTATIVE 
Forjoe & Company, Inc. 
580 Fifth Avenue 
New York 36, N.Y. 
JUdson 6-3100 




PULSE 
PROVES 

WMFS 

1st in the Chattanooga 
Negro Market 



WMFS has over three times 
more Negro listeners at anytime 
. . . than the nearest station. 
49% to noon, 48% the rest of 
the day. 



1260 WMFS 1000 WATTS 

THE ONLY WAY TO REACH 
73.000 NEGROES IN THIS 
MARKET. 



ASK OUR NATIONAL REP. 
JOHN E. PEARSON COMPANY 
FOR AVAILABILITIES. 
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\ :irirl> >l(>i c: ( .. I. Oc-iiij:. nuiiuijici 
(«f W. v. (illlllt C.i>.\ -tore \n. () ill 
New ^ nik, cniimiciiU nil lii-. I cMcl ion 
I.. ;l mIi.-.IuI.- uitli \\()\' lll.Tc. 

"\\ ()\ Ims ,,i„,1iuv.I tn-iiicii.lc.ii-^ 1.- 
-iiIk. 1(1 iii\ >nr|)ii-<' Iml of cnni-t' to 
Mi\ nicnt -.;iti-f;iitinii. I ;i|)|)r(.;ii-lii-il 
onr fir^t Kidin ii(l\citi-iiiji uitli ;i <;()i)(l 
(I(m1 of (lolll)t hi'Ciiii^c iii\ (•c)iil|)illi\ 
iic\cr looked with fa\()i on tlii- iiicili- 
11111. Aflcr li;i\ iiiji; run llircc >('|);iiat(' 
icidio pronioiion-. cxcln^iN cU on \oiii 
>l;ili()ii. u-iii;: no otiicr mdio >l;itioii 
or £ni\ oilier media, we lia\e liad re- 
Mill- which lia\e heeii jii-t fantastic. 

••Onr fir-l |)r()iiioiinii. (.ra/\ l)a\. 
j;ro»ed more hii^ino-i than (he >ame 
j.romotioii in I'XVi and !').')(. comhincd. 
Onr -eeond and third cam|)aijin> were 
e\en more fahnlon-. M\ -tore ha~ 
jniii])ed to the iiiiniher one >lot in m\ 
• liMrict. ami while all otliei> fell olT in 
Nolnine mine lia- iiieiea-^ed. Tli.-re i- 
no donht (hat this i-< direclK attril)ii- 
lahle to onr radio ('ani|)ai<:n-^ on 
\\()\." 

AiipliniHT >>I(iit: SiUeii ZilT of Jax 
\|)l)liance Center in Jat k>oin ille. Fla.. 
was a-k.-.l l.> WOHS in that ril> if the 
I9.i() ad\erli-.iiij.' on the station had 
paid olT. 

ZilT's repK : ••|)efiiiileK nc-I 
"We haM-'eonfined almoi-l all of onr 
aiKerti-iiiir monie> lo \onr >lalioii 
(since \on coincrted to all Neuro |)ro- 
j.ramiii'.' I . We ha\e been able to as- 
certain that our a|)|)r()\imatelv l()'^< 
increar-e in l)ii>ine-> i> creditable to 
)oiir station and announcer-. We lia\e 
enjo\ed an increase in white •rood >ale- 
of a|)|)ro\imalel\ 4.i'< and in other 
sales of .S.i',. 

••The halanee of our a(Kerti-iiig 
monie- wa- -pent in promotion-, with 
a \er\ -mall portion going to new-- 
papers. Dollar for dollar, we lia\e en- 
jo>ed more re-ults on WOHS than h^ 
aii\ form of ad\erti-ing we have r\ev 
used."' 

Tnluiccn iir.Mluel: W HMI.. Macon. 
(",a.. recei\ed a letter from J. W. \d- 
aiiis. sales manager of the George W . 
Helme Co. which makes Uone^ Hee 
smifT. 

Here are excerjils from his letter: 
"Uiglit now the sale of flone\ Hee in 
Macon and .-nrromiding lerritor) is far 
ahead of our expectation^. We (lee])l\ 
appreciate the ?pleiidi(l cooperation of 
\our station and the helj) we lia\e le- 
cei\ed in our ])romotional work. 

"'Durimi the conduct of onr work we 



coinr ill contact with and talk willi 
main -mill con-mnei-. It i- oiih a 
ran- ocia-idi lluit we liiid aii\ con- 
-imier who ha- not heard onr one- 
iiiinnte -pol- o\er W ll\ll,. 'I'liere i- no 
<lonl>t that von liaM- a m-u \,na\ li-leii- 
iiig aiidieiK c. king Hi e kno\\- i-\a( ll\ 
li(<w to pill llie me— a"e acro-< to tlie 
con-niner-; and iiilliieiice iliein lo l>ii\ 
the -|)oii-or"- iilodiict. " 

l)e|Kirliiiciil >l(»rc: Negro l>u-iiie-- at 
Helk's de|)artiiieiil -lore in I'.dgelield. 
^. C.. ha- gone uj) 20' < -iiice it -tarted 
n-iiig W \l (;. \ngn-la. Ca. 

J. H. \lleii. manager of the -tore. 
-aN- thi- to W \l C: ••|{adio lia- proNcl 
In he a wonderful medinni for me. 
W \l C ha- pi.n.-(l to me it lia- a Ire- 
mendoii- li-teniiig anidence.'' 

Jc\M'lr> -tnrr: lliir-t's Diamond ^hop 
in Kansas Cil\. Mo., rejiorl- that 
KI'MS then- •'has hronglil in more new 
customers ihan all oilier ad\erti-iiig 
media that we n-e." 

So .-a>- \Kin Iliir-l. adding: ''We 
ha\e gotten terrific rc-iilts lli rough 
KHRS. We are in the credit jewelr\ 
hnsine-- and this t>pe of hu-iiu— de- 
mand> ad\crli-ing. We spend se\eral 
thousand- dollars a \ear. Percentage- 
wise, our co-t of ad\erti-ing ha- fallen 
from 12..'/, to '^.2' < : dollar-wise, not 
onl\ ha- our ( i)?t decrea-ed hul onr 
sales \c)lume has iiicrea,-ed .-teadily. 

••|n all the )ears we lia\e been in 
busines-. our adverti-iiig dollar lia- 
n('\er done -o much for n-.'" 

FiiriiiliiiT .slore: The 30th and San 
Hablo Furniture Warehouse Store has 
been bu\iiig |iarlici|)ation- on K> W. 
San Franci-co"s ]uin\iiri George Ox- 
ford -bow b)r se\eral years. r?arne\ 
Ma»man. \ ice |)re-ident. savs this 
about the ad schedule. 

''We ba\e been in the furniture 
I usine-- for over 31 \ears and during 
tbi> lime we ha\e u-ed main radio 
per-oiialitie-. We want to -ta\ wilb 
tho-e who produce the largest and nio-t 
-atisfactor\ \oluiiie for n< and .)um|)iir 
C/Corge has been and ;-till doe? prodin c 
three times the \oliinie of any other 
advertising." 

l'>e(l riir!<: Hurliiigame ^b)to^-. ac- 
cording to it- ad agcnc\. sells an a\er- 
age of one ii-ed car for ever\ two par- 
tici])alion- aired on KS W. >an I- ran- 
v\fCo. Harold Brou>e. media director. 
-a\s "Tlie-e are the results of using 16 
|)arlici])ation* o\er a lbree-da\ period 



KCOH 



IN HOUSTON, TEXAS 



ST 



Negro Stotion in Houston 
to program uxclusivcly 
lo the Negro morket. 
ONLY stotion receiving 
Public Service Aword 
from Negro Chomber of 
Commerce. 



1 

KCOH 



IN D. J. 
POPULARITY 




KING BEE voted 1st obove olt Negro 
onnouncers ond 2nd over all Top- 
Flight D. J's in locol newspopcr pop- 
ularity contest. 



KCOH 



1 



First i 



IN RATING SURVEYS 
\ I Rates No. 1 Negro inde- 
pendent by 3 notionolly 
recognized surveys. Proof 
thot KCOH is Houston's 
most listened to Negro 
personality stotion, 

in mind of "wise time buyers" 
tho want port of rich Houston Negro 
morkef . . . Just Coll John E. Pcor- 
son Co., Notionol Representotive. 

KCOH 



1430 • 1000 WATTS • DAYTIME 
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NEGRO 
MARKET 

. . . One of Americans 

Two Mosf 
Powerful Stations! 

K-SAY 



The on/y Northern California 
station selling the enfire San 
Francisco, Oakland — Bay 
Area Negro market. 

Send to K-SAY for the only 
complete authentic breakdown 
of Negro population distribu- 
tion in the Bay Area in 1957. 

The on/y Northern California 
station with 100% Negro 
programming. 

Exclusively — music and news 
for the Negro community. No 
foreign language, no exceptions 
to program policy. 

The on/y Northern California 
station with a// Negro person- 
alities. 

• RAMON 

"I Am The Bruce" 

• WILLIE BRYANT 
"Mr. Personality" 

• BIG JIM RANDOLPH 

• LESTER BAILEY 

Solidly backed by Complete 
Sfafion Promo/ion and Spon- 
sor Merc/ionc/ising. 

Get the full story of one of 
America's two most power- 
ful Negro market stations! 

K-SAY 

10,000 WATTS 1010 KC 

Studio 

1550 California Street, San Francisco 
GRANT WRATHALL WALT CONWAY 

Owner General Mgr. 

Nationally 
represented by 
JOHN E. PEARSON & COMPANY 



m./ ^V' K-SAYl 



SAN FRANCISCO 



for our Poritiac dealer. 'I'he client 
called to say the sale of six to eijrht 
used cars last weekend was definitely 
traceable to )Our show.'' 

Typrwrilers: F. J. Martin, mana- 
ger of H&S Typewriter Co., St. Louis, 
Mo., rejjorted this analysis on the sale 
of jjortable typewriters directly attrib- 
utable to advertising on KATZ. The 
estimate of applicants who were passed 
for credit ran between 65 and 70 per 
cent, according to the local Remington | 
Rand office, and 242 machines were 
sold and delivered in a 90-day period. 

Sajs Martin: "Credit applications 
show 76 of these people or 31.4 per 
cent own or are buying their homes; 
226 persons or 94 per cent have tele- 
phone numbers; 43 or 17.7 per cent 
have bank accounts. The average time 
per family in the same location was 
six years and nine months, and the 
average time per jjerson on the same 
job was eight years and one month." 

He concluded: "f must admit my 
thoughts concerning the Negro race 
have changed tremendously, especially 
regarding their credit, habits, income 
and stability.' 

Variety store: KCOH. Houston, re- 
ports W. T. Grant was the first down- 
town store to feature Xegro disk jock- 
eys in broadcasts from the main floor 
record department for two hours daily 
over a six-week period. This pulled 
heavy in-store traffic and was used as 
a merchandising ^ehicle for Grant's 
own radio advertising. 

One day. during which time Grant's 
bought 100 announcements on the sta- 
tion, the store sold out all advertised 
leader items in the first hour. 

Repair shop: Resnik Bros. Repair 
in Los Angeles buys three metro area 
stations as well as KFOX and its 
rhythm and blues personality. Johnny 
Otis. The ad agency for this client, 
Sarver-Witzerman. same city, reports 
Otis consistentlv provides the client 
with 40 per cent of its gross business. 

Furiiilure store: The Smith Furni- 
ture Co., Dallas, wanted to slant an ad 
campaign in cooperation with Motor- 
ola to the Negro market. They decided 
to have a KXOK disk jockey contest 
whereby points would be awarded to 
each dj every time a customer men- 
tioned his name, Avith the winner get- 
ting a new Motorola tv set. The client 
bought 103 announcements during a 



Montgomery's No. 1 

(says Hooper) is 

WRMA 

Serving 200,000 Negroes 




Oct.-Nov. 1956 Hooper 
Av. Share 7AM-6PM 

WRMA 27.6%* 

Second station 21.4% 

*Signed off 4:45PM during survey 

Exclusive Market 

WRMA is the only Negro 
station serving these primary 
counties in Central Alabama 

Montgomery County, 43.6% 
Negro 

Dallas County, 65.0% Negro 
Macon County, 84.4% Negro 
Lowndes County, 82.2% Negro 

Producing results for 
these national advertisers 

American Tobacco 
William Wrigley Co. 
Clorox Chemical Co. 
Pet Milk 

Reynolds Tobacco 

Carnation Milk 

Brown & Williamson Tobacco 

Chesebrough Mfg. Company 

General Foods 

Monticello Drugs 

Union Pharmaceutical Co. 

Johnson & Johnson 

Standard Brands 

WRMA 

Montgomery, Ala. 

Judd Sparling, Station Manager 
Everett-McKinney, Inc. 
National Representativei 
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I(l-ila\ |>(M'i()(l, ('i|iuill\ (li\i(lc(l ainon^ 
the j...k.-\s. No adiil.l.iuj: or .-vtra 
mciitioiis were allowed. 

W. Ilij;<;inl)t)tliam, mlMTtisiuj; maii- 
a-icr of the fiHiiitiiit' >loir. amioiiiict'd 
these results: 57 Motorola t\ M'ts had 
Ix'eii sold ill 10 «la\s. one for e\er\ 
two aimouuceuu'uls aired l)\ llie >la- 



.Miiil «»r«l«'r (Iriij^: Toni I'ear^ou. 
tiinel)ii\er at I'arker A(l\ ertisiujr in 
New ^ ork. reported tlii> to radio sta- 
tion K\1A\'. St. Louis: "Of all the 
successful stations I ha\e used in the 
Sc\cn Day IJeducer mail order cani- 
paijiii. \ours topped them all! 

"Going t)\cr the se\ en-week sched- 
ule of ()() announcements weekly. I find 
we luue pulled an }>5 per cent order 
cost on au item we are allow iuj; SI to 
SI. 10 pa\ out." 

ncparlinciil slt»rc: Danburg's in 
Houston is one of the largest chains 
there and has no hraiich in any ex- 
clusivcl\ Xegro neighborhootl. 

^ «'t this is what ad\ erti>iiig director 
W. 1). Evans. Jr.. reported to KVOK. 
'■\\'e recei\ed a tremeuflous success 
from the four-day spot campaign for 
our L\ons Ave. store. We had coin- 
p!etel\ solfl out of a inajorit\ of the 
items advertised before the remote 
OK held from the store on Satur- 
day night and we had to sulistitute new 
items at the last minute. 

"We're so pleased from the re.-ults 
that we are planning similar promo- 
tions on \our station for all nine of 
our stores. ' 

Sewinj; inacliiiie^: Robert Atkin- 
son, general manager of the Atlas Sew- 
ing Centers in Winston-Salem, \. C. 
bought 100 annoimcements in a 10-da% 
period on WAAA. 

He says: "After compiling our sales 
data, we found that these announce- 
ments were directl\ responsible for the 
sale of 05 Atlas machines aiul no other 
acKertising was employed. We were 
delighted with our mail count and 
agreeably surprised to find that sales 
were made as far as 75 miles awav 
from \ our station.'" 

Ti'Ievisiioii sets: When .Muntz T\ 
opened its dealership in Atlanta. Sims 
TV. it carried schetlulcs in newspa- 
pers, on tv and on four radio stations 
including WAOK. Morris Sindierg. 
manager-owner of the store. sa\s his 
W.VOK schedule is the most extensi\e 



RADIO STATION 

KPRS 



1 000 WATTS 



23rd at Benton Blvd. 
HUmboldt 3-3100 
Kansas City 27, Missouri 




Negro-slanted 

full I me 
Independent in 
Northern 



THE WARNER BROS. STATION 327 22nd ST. OAKLAND 12. CALIF. 
REPRESENTED BY FORJOE 
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First In 
Fresno 



CALIFORNIA 



'gospel 

rliylhm & hi hps 
suing 

progressiic jazz 
spirilnah 
O resulls for adrerliaers 



KGST 

1000 W'AATS 

KROGER tested 

and found out 

WBCO 



packs 'em in 

in BIRMINGHAM 

During the lowest 
traffic hour of the week 
(Mon. 10-11 A.M.), 450 
Negroes came in re- 
sponse to an offer made 
only on WBCO ... at 
a cost of $30.00. 



WBCO 



Serving the 
Birmingham 
Negro market 



Dean R. Upson, General Manager 



Nat. Rep.: Stars National Inc. 
SE Rep.: Dora-Clayton Agency 



u>ed by aii\ .Muntz dealer in the coun- 
try. And he says this advertising is the 
most prodiicti\e in the citv. 

Another Miint/ dealer, Charles Still- 
Jiian of St. Louis, buys KXLW. lie 
says this station outpulled the com- 
bined leads of the two local daily ])a- 
])ers and three other local radio sta- 
tions. With KXLW station leads were 
more consistent and of better (juality. 
An initial expenditure of $200 a week 
on KXLW jumped to $900 weekly. 

FmuxI stt)re: The Kroger store in 
Bessemer, Ala., tested radio with a 
one-day schedule on WBCO. It bought 
10 announcements offering any large 
size of soap or detergent jjowder sell- 
ing normally for 3]^^ for fne cents be- 
tween 10 and ] ] a.m. the fcdlowing 
morning. Monday. 

Kroger rejjorts the response was far 
more than management had antici- 
pated and that more than 400 custom- 
ers responded to the offer. As a result. 
Kroger signed a 52-week schedule with 
the station. 

Tv and furniture store: Harr) 
Schwimnier, president of the ASJSl 
Telf^vision & Furniture Co., Chicago, 
made the following comments in a let- 
ter to WBEE. Chicago. 

"WBEE has done a wonderful job 
for us during this 13 weeks; the results 
that we haye gotten from your pro- 
grams haye been amazing. Frankly, 1 
was \'ery doubtful when 1 started. But 
1 found your approach to the Xegro 
market is yery sound and does produce 
good results. And 1 like low cost, too ! 

"By the wa>, in our business it's 
\ery hard to find good salesmen. With 
the continuance of our advertising 
with you, we're going to have to start 
looking for a good inside salesman to 
take care of the people WBEE has sent 
us." 

Food product: Brer Rabbit syrup 
has been spending $247 weekly on a 
52-week contract with WDIA. Mem- 
phis, with a 6:15-30 a.m. Monday 
through Saturday program slot in 
Delta Melodies. 

Typical sales reports from the cli- 
ent's field men: 

"Today 1 sold 50 cases to the one 
Mississip])i jobber 1 have been trying 
unsuccessfully to sell for five years. 
This program did it!" 

"The jobber res])onse in m\" terri- 
tory in just three weeks has proved to 
me this is the best adyertising we have 
e\er done! ' 

One time the client offered two 
bottles of s\ rup to the first 100 |)er- 



sons calling the station. In 45 min- 
utes, the 100 calls were in. B) 2 p.m. 
500 calls had been logged and some 40 
additional calls came in during the 
next two (la)s. 

Repair serviee: Sid's Ty Repair 
Service in Baltimore reports that in 
less than a year advertising on WEBB 
upped business 200 ])er cent and that 
owner Sidney Bleich had to open an- 
other shop to handle business. 

Ct)ntra('tor : Robert E. Taylor, 
president of the Taylor Manufactur- 
ing Co. in Farniville, Va., which han- 
dles contracting, building materials 
and milhvork. wTote this to WFLO in 
the same city. 

"We think you will be interested in 
the response which we've gotten to 
)our ad\ertising in the past )ear. We 
can trace more than SIOO.OOO in sales 
directly to our WFLO schedule. We 
s])ent approximately S50() during the 
\ear with you and we feel the return 
on the investment has been most satis- 
factory. 

"We ha\e tried advertising by print- 
ing ])ictures of houses and full page 
ads in local papers, but have not found 
this as satisfactory as )our medium. 
Radio seems to reach more people in 
this area than any other form of ad- 
vertising we hav e tried. 

Loan t)ffiee: For five \ears. WGIV. 
Charlotte. N. C. has been carrying a 
schedule for L^ncle Sam's Loan Office 
located in the heart of the city. A com- 
petitor across the street. Reliable Loan, 
saw the results the other store was get- 
ting and bought a four-week schedule 
offering So.88 men's suits out of pawn, 
t ncle Sam, at that jjoint, ujiped his 
suit prices from S7.70 to $8.88, men- 
tioning nothing of this in his copy. 
Result: Both loan companies sold out 
their complete stocks at the same price 
in a two-week period. 

Home ImiUler: W G\M, Green- 
ville. Miss., reports Greenville 
Lumber Co., which builds houses, ran 
40 amiouncements in a 10-dav period. 
One hundred Xegro families who v is- 
ited the model home expressed inter- 
est in buving one and seven actually 
did in this period of time. 

Ketail shoes: This report comes 
from Leonard Stevens of the Benjamin 
Katz advertising agenc\ in Philadel- 
phia, as given to \\ HAT there. 

"Levine Credit Shoes decided to try 
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W'llA I' lin|)iii- to iiii ic;!-!- I>ii>iii(-i.s ill 
its Xoilli l'liil:i(lcl|)lii;i Incnliuii. A 
Miiiill sclicliiK- of ;i s|)ot ii on the 

// «/.<' I i> I'liiludcliilnti |)io<ii;iiii 
till- iiccoiiiil's fust l>ii\ ill Ncjiio mdio. 

■'>i> iiuicli li;inic ami rc<|)ons(' was 
fell iIkiI williiii llirrc moiillw llit> scIkmI- 
was (l(.iil)lcil In iiu liiili- llic i)(.|)iilar 
aftci iinoii Smii> Clith. \\\ Ortobcr. tin- 
(•t)iii|)aii\ mi)\c(l two Mocks up tlic 
^trn■t to a j;i|:antic lwii-st(.i\ location 
witli an iii\ciitoi\ ca|)acit\ 10 liiiic^ 
that of the oii-iinal location. Mr. i.c- 
\inc said tiiis new o|)ciatioii wa^ 
inoimlil about totaii\ as a result of 
WflATs lo^al li-ten.M>liii.." 

The 19.i7 fall sche.lule: aii- 
noiincenients weekK on the station, 
with the owner expceliiij: this to he a 
hanner \ear. lie al^o plans to open 
two new stores in other Ncuro neijih- 
horlioods. 

."Motor S('r\ice: I nited Motor 1\- 
ehaujie. Meni|)his. sells rehuilt motor> 
and Iransinissions on credit and olTers 
overhanl specials to car owners. It 
went on the air with W DIA there in 
\9r)'.\ with IC aniionnceinents weekK. 
By Xoveinher. the schedule called for 
14 a week: the next \ear. If'.: in 1953. 



2; in M); IT,;. It). 

The oiih other ad\ ei t i^iiij; n-i 
al-a|)|>eal -tatioii in the i it\ 



p. 



cent of the >.|oie'-. 



{mmmm\ 

and m t/f& Aeof-fs 
Of 



' f^eqz-o Otvttec/ /Fac//b S/itf/onK 



^iwi sea smum-xm coMPAtvy's 

CHB 

1440 KC 500 Watts 

STUT)lOSa«yTOAH5MCrT6R5w INKSTER. -MICH. 
f/of/'otta/ ^ep: JOHM PEARSON 



.\e-:ro. The W 1)1 \ coM i- >2(M) 
per week. Mana-er Hon CliiMii s 
this stiitioiTs ad\ertisiii<.' ha- hccn the 
hacklionc of his hn-iiie--. 

Cm- denier: Locke Motor C... Tai.i- 
pa. Fla.. nsin^ W lOK. report- a -ah- 
j;aiii from -oiiie 20 car- nioiitliK to .'{0 
cars per week. 

This client ha- -|)oii-nred a- niaiiv 
a- 17 annoiiiK eiiieiit- a da\. -e\eii da\s 
weekl\. iie\er fewer than three a dav 
-e\en da\s weekl\. Slim Catter-on, 
nianajfcr of the eom|);m\. credits the 
-tatioii with increasiiiji sales more than 
100 per cent .hirin- the fir-t ;?0 da\s of 
aiKertisinu. 

(^lutliiii<: >tnre: \-kins, a credit 
clotliinj; coin|>any in Mhaiu. Ca.. 
wanted to sur\e\ its former cn.-toiners 
in an elTort to (ll hriiiji |)aid U|) ac- 
coniit- hack into the -tore and f2l 
find out what radio .-lation- the\ lis- 
tened to most fre(pientl\ . 

\Z uot more fir-l mentions than 
aii\ other station: 7.'^1 from a total of 
c!lO with 57 iiidicatinj: -tation two and 
22 mentit)nin>i station three. Store 
inanaj;er Sam Mender cited llie-e a- 
"startinjr fiijure-. with a hetter than 90 
j)er cent preference" for this station. 
The nuiiling co\ered a cro-s--cclion of 
the workinj: |)o|)nlation in the area. 

DepartiiuMit >tore: W'J \K. Jack- 
son. Tenn. reportinj: on a de|)artmenl 
store which wi-hed it- name withheld. 
-a\s the retailer |)laeed a -chedule on 
three local radio stations a- a le-t. 
iCach clerk, when waitini: on a cus- 
tomer, a-ked if -he had heard any air 
acKerti-iiifi and on what station. The 
results noted 1)\ the -tation: \\ J \K'- 
schedule has been upped 200 per cent 
and none of the store's commercial- 
ha\e been monitored on aiu other sta- 
tion. 

Aiit(>iiioti\c: The W rijrht Motor 
Co.. Birmiimham. Ma.. bu\- saturation 
-chedules ranjiinj: from 60 to 90 an- 
nouncement- jier week on W'JLl). An 
ap|)eal to the Negro coinniiniit\ \ ia 
ihi- -tation i- credited with 50 |)er 
cent of the company'- bu-ine-- even 
ihonuh two other radio -tation- a- 
I well as a local new.-jiaper are bouiiht. 
Kmphasis in cop\ i- on low price- and 
ea-\ credit lernl^. ^ 




1' Place! 

A market all Your Own! 
43^rr Negro Population 

in MACON, GEORGIA 
56<Tr Shore of Audience*^ 

^"KING 
*1 BEE" 



Gospel Train 1230-2:00 P.M. 
Affernoon Jive 2:00-4:00 P.M. 
Mail Call 6:00-8:00 P.M. 

I 41,349 Pieces of mail! I 



■'f;^ "BRO. 
BOB" 

Williams 

Songs of Faith 8:00-9:00 P.M. 
The "Working Folks" Program 



9-11 P.M 





HONEYBEE 

Pick the Show — See Forjoe! 
MACON, GEORGIA 
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4. STATION ROUNDUP 

{Continued from page 11) 

uwii \\(jrdin<i soniptimes helps to give 
clearer iiieaninj.' to the annouiueiiient 
while als^o impressing his listeners with 
the idea that he is personally endors- 
ing hi> sponsor's product or service. 

• ("Five the d.j. a fair chance to es- 
lahli-ih the commercial as a regular 
pari of his program. A regular, con- 
sistent schedule gives him the oppor- 
lnnil\ to realK sell the sponsor's wares. 
Repetition also helps the advertiser 
gain the trust and reciprocal attention 
.if a listening audience which has 
learned to test the sincerity of appeals 
hefore responding to them. 

Some donl's: 

• Do not attempt to employ '"hep" 
phrases in copy without help from 
someone who can determine whether 
such terms will be meaningful to Ne- 
gro listeners. There is a taste factor 
here which, though difficult to explain, 
dictates whether such copy is effective 
or repulsive. 

• Do not advertise "segregated" 
special offers. Do not announce dis- 
counts or other considerations that are 
reserved for Negro listeners only. The 
sponsor may feel that a favor is being 
done Negro buyers when such an offer 
is made: hut, actually the listener in- 
terprets this as talking down. When 
presenting special bargains of this 
type, the advertiser can protect him- 
self from censure while fulfilling his 
noble intent by permitting the d.j. to 
offer such unusual price reductions as 
a favor to his fans. 

• Do not be afraid to advertise pres- 
tige products on Negro d.j. shows. 
Have no fear of using prestige copy. 
The Negro consumer group is an im- 
portant purchaser of high quality name 
brands and recognizes the advertising 
placed on its favorite radio programs 
by respected national advertisers as a 
belated, but honest, gesture of appre- 
ciation. The same feeling holds true 
on copy, since Negroes are perfectly 
capable of understanding the best Eng- 
lish and resent being talked down to. 

Pros and rons of programs: Why 

do Negroes like or dislike Negro- 
appeal programing? 

There have been few audience stud- 
ies conducted in this field. One of the 
most detailed is a thesis finished at 
Ohio Slate L niversily by William L. 
Smith. It"s tilled "Altitudes of Negro 
respondents in Columbus, Ohio, and 
Raton Rouse. La., toward radio broad- 



casts in those areas designed to appeal 
chiefly to the Negro listening audi- 
ence." 

There are some geographical difTer- 
encps in North and South preferences 
as to program types, but music and re- 
ligion rank high with both groups. 
Here are some reasons why Negroes 
said they listen to programing aimed 
at them: because the) ore broadcast 
for Negroes, the talent is Negro, the 
shows are unusually good, the shows 
happen to be convenient, they like the 
music played, they like the talent, they 
like to support Negro programs, the 



shows are informative. 

But here are some things listeners 
didn't like about Negro programing in 
these areas: it's a form of segregation, 
it's a detrimental racial stereotype, it 
lacks quality and is too limited. 

These forms of criticism are by no 
means unusual, but they represent mi- 
nority opinions which progressive sta- 
tion managers are trying to modify 
and to change. Station management 
knows that only in satisfying the de- 
mands of its listeners will listeners 
continue to tune in and be responsive 
to the commercial appeals. ^ 



New Studios 



WMOZ 

MOBILE 

WEDR 

BIRMINGHAM 



Construction is underway for a fine 
new home for WMOZ, thanks to en- 
thusiastic advertiser acceptance. 
WMOZ has been first in ratings for 
so long it's no longer news. 

WEDR is getting a new home, too! 
Buy by coverage? Prefer ratings? 
Check cost-per-thou-and? Results? 
Any way you figure it, WEDR is 
your best buy in Birmingham Ne- 
gro radio. Investigate. 

Represented by John E. Pearson Co. 



The Estes Stations 



Edwin H. Estes, Owner 
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Triple A Quality- 

''Highest rated negro 
programmed station ' 

Pl'J.M<, 195 7 

W A A A 

Sen ing a 1^ Billion Market 

Winston-Salem — Greensboro — High Point 
North Carohna 

PHONE WINSTOX-SALKM — PARK 2-4121 
— RKP: THK JOHN K. PKAUSON CO. 







KSAN . 0^/3/ ///// time 
San Francisco radio station 
serving the 

tremendous ^^^^^f ^'^^ ' 
Bay Area ""^v . 
Negro I 

Market , / • - 

200% 0/ the time! 



Here's a full house that's hard to beat! 

don't try to improve on a hand like this . . . 

BUY KSAN and be sure! 

(Proven most popular year-after-year by Pulse Negro Audience Survey.) 



The KSAN signal goes where the Negro listener 
iivesp woi^s and bMsfs! CFieid strength surveys show 
260p000 Negro listeners in the KSAN primary Market!) 




Tor more exciting details, such as rates and avails, contact: 



Stars National Inc., East and South 
Tracy Moore & Assoc., Inc. Pacific Coast 
KSAN, 1111 Market St., S. F. 



